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Rough Proofs 


General Motors used more news- 
r space in 1936 than any other 
savertiser, and in 1937 by the grace 
of John L. Lewis it may even do so 
agait. 


. ¥ 7 


“4 don’t have sore throat like I 
wed to,” testifies a Listerine de- 
yotee, thus alienating the business 
of all the professors of English in 
these United States. 


2 


And then there is the lingerie 
manufacturer who advertises his lat- 
«st in brassieres ever so elegantly 
with the slogan, “For she who would 
be beautiful.” 

et Pe 


Its a good thing for advertisers 
that the dear public isn’t greatly con- 
gmed about correct grammatical 
construction; otherwise they’d get 
D's in sales as well as rhetoric. 


-]. 2 


Mrs. Ringland refers sneeringly to 
copy addressed to women which re- 
yeals its authors as obviously men. 
But the copy-writers have probably 
discovered that the gals of 1937 
aren't so subtle either. 
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Packaging reaches the zenith in 
mdern inconvenience with tightly 
aclosed, sanitarily wrapped domi- 
noes of sugar. 


, 2? 


American advertisers were all set 
to get hysterical over: the British 
coronation until they discovered that 
the box-office appeal of the new em- 
peror of India is considerably below 
that of the eighth Edward. 


ew be 


In spite of the publicity success of 
the President’s supreme court fight, 
it looks as if the show has been 
stolen by Mrs. Roosevelt with her 
Ladies’ Home Journal autobiography 
and her radio series for Pond’s Ex- 
tract, * 
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“Vagueness and mystery surround 
many products,” asserts a University 
of Chicago professor, referring thus 
disparagingly to advertising. But, 
professor, you know they work pretty 
Well in your business, too. 


Leh oe 


Now that the electrical field has 
two new trade characters in Sunny 
lumens and Reddy Kilowatt, they 
> to get together for a big blow- 


‘ Be 
Why do those little houses at the 
bottom of the antennae in the broad- 
on promotion pieces always 
Ook as if they had been designed 
the lamented Chic Sale? 


an 


“Lady Godiva on Horse to Ride in 
© Copy.” — ApveRTISING AGE 
line, 

Why not be original for once and 

her walk home? 


=. * 


on highly specialized Amado idea 

© sell women’s costumes through 
Eon of well-chosen nudes. Evi- 
y the prospect will learn more 


and more about less and less. 
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How advertisers envy Noel Cow- 
With him the demand is al- 
sreater than the supply. 


Copy Cus. 


SEED OFFERS 
SING SPRING 
IS COMING SOON 


Babbitt, Caldwell, Lewis - 
Howe Give Premiums 


New York, March 11.—If seed of- 
fers are being promoted, can spring 
be far behind? 

Multitudes who are still waiting 
for winter’s snows to come have been 
jolted into realization that spring is 
around the corner by the offers of 
free seeds, among others, by B. T. 
Babbitt, Inc., for Bab-O, Dr. W. B. 
Caldwell, Inc., for Dr. Caldwell’s 
Syrup Pepsin and Lewis-Howe Co., 


‘|for Tums. 


All are using radio, while Bab-O 
supplemented its coverage by using 
73 newspapers and The American 
Weekly and This Week, in territories 
where no radio stations were sched- 
uled. Blackett-Sample-Hummert, Inc., 
is in charge for Bab-O. 

The Bab-O offer this year is similar 
to one made last year, being a packet 
of 5,000 David Harum’s Home Sweet 
Home garden seeds, containing 30 
varieties, so that the garden will be 
in full bloom for the entire season. 
This packet is offered for 10 cents 
plus a Bab-O label. An “extra anni- 
versary gift,” to celebrate David 
Harum’s first year on the radio for 
Bab-O, is a packet of new Shirley 
Temple giant sweet pea seeds. 


Had Patriotic Ensemble 


A year ago the offer consisted of 
a red, white and blue garden, and 
David Harum giant zinnias, available 
for 10 cents plus a Bab-O label. Re- 
turns this year are reported to be 
running four times as great as those 
last year. | 

The Dr. Caldwell’s Syrup Pepsin 
seed offer consists of 8 packets of 
Vaughan’s flower seeds and three gar- 
den plants, sent free for one carton 
top. Customers send tops direct to 
the company headquarters at Monti- 
cello, Ill. 


This offer was tested a year ago on 
the radio and will be promoted this 
year on a national network with 
twice as many stations, for two 
weeks which began March 3. Direct 
mail to the extent of 300,000 letters 
to consumers will also be used. 

Cramer-Krasselt Co., Milwaukee, is 
in charge of radio for Dr. W. D. Cald- 
well, Inc. 

The Lewis-Howe Co., St. Louis, 
campaign brings into play again its 
annual “150 customer-getters” offer to 
dealers comprising a special direct 
mail offer with 25 flower seeds as a 
premium. Ruthrauff & Ryan, Inc., 
Chicago, is the agency in charge. 
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SOWING FOR SPRING 


DAVID HARUM'S ANNIVERSARY OFFE 
ONE PACKET OF ; 


DAVID HARUM’S ay 


Tying in newspaper and magazine copy 

with the David Harum NB ram, 

B. T. Babbitt, Inc., New York, scents 

spring with a special anniversary offer of 

garden seeds to patrons submitting a 
label and 10 cents. 


General Mills, 
Socony, Divide 
Baseball Games 


Minneapolis, March 12.— With a 
blanket deal negotiated with the 
eight clubs comprising the American 
Association, baseball broadcasting 
plans of General Mills, Inc., in co- 
operation with Socony-Vacuum Oil 
Company, are rapidly being whipped 
into shape, 8. C. Bellows, of General 
Mills, former vice-president of Co- 
lumbia . Broadcasting System, an- 
nounced today. 

General Mills broadcast games in 
about 35 markets last year and will 


_|expand the number slightly in 1937, 


Mr. Bellows said. While this opera- 
tion is by no means unpretentious, 
it is hardly on the magnificent scale 
generally attributed to General Mills’ 
baseball broadcasting. 


Sign All at Once 


The division of the games with 
Socony-Vacuum was tested last year 
and worked well, Mr. Bellows said. 
Under the arrangement, each com- 
pany sponsors alternating games. 

The price tag on this transaction 
is reported to have been about $50,- 
000. General Mills took this in stride. 
having discovered in 1936 that the 
large majority of professional base- 
ball organizations expect to be paid 
for the broadcasts. 

The American Association broad- 
casts will be unusual in that fans 
will be able to follow the fortunes 
of the home club when it is on the 
road. 


S.5 Is Passed; Rep. Lea 
Sees Rocky Road in House 


Chrysler Girds 
for Strike by 
Cancellations 


Detroit, March 11.—Though can- 
cellations by Chrysler, following 
the strike which halted production 
in its Detroit plants, was the chief 
development of the week from the 
advertising viewpoint, lineage was 
also affected adversely by a number 
of other “sit-<lowns” in this area. 
Hudson Motor Car Company is tied 
up by a strike, while at Lansing, 
Reo Motor Car Company has been 
forced to suspend operations. 

Gar Wood Industries, Inc., is in 
the same predicament, while some- 
thing new in the way of strikes was 
developed when Crowley, Milner & 
Co., operating the second largest de- 
partment store in Detroit, closed 
their store Wednesday as the re- 
sult of a sit-down strike by em- 
ployes. 

Gar Wood and Reo have been de- 
pending chiefly on business paper 
advertising. Schedules have been 
halted pending adjustment of the 
labor troubles. 


Easter Drive Retained 
Chrysler cancelled advertising in 


all media, exceptions being the Ma- 


jor Bowes program on CBS and that 
part of a special Easter effort in- 
volving tie-ups with local dealers. 

Hudson didn’t bother to cancel 
the three remaining newspaper ad- 
vertisements scheduled for March, 
but let it be known that no copy 
would be forthcoming unless the 
strike was terminated quickly. The 
first of the March advertisements 
appeared last Sunday in the major- 
ity of cases. 

All of the Chrysler divisions were 
preoccupied with new campaigns 
when the strike was called. DeSoto 
had broken the first of a new series 
of four-color pages in magazines 
and less elaborate copy in 500 news- 
papers, in addition to a poster cam- 
paign which started in the South 
and was to extend northward as 
spring advanced. All commitments 
were cancelled as far as possible. 

Plymouth has cut short a new 
rotogravure campaign, while Dodge 
has cancelled newspaper space, ra- 
dio spot announcements and many 
magazine advertisements. 


Last Minute News Flashes 


15 through W. A. Taylor & Co. 


Ryan, Inc., New York, is the agency. 


weekly broadcast last Sept. 25. 


Carolina during 1937-38. 


U. S. Virgin Island Rum Goes on Market April 15 


New York, March 12.—Government House Rum, product of the gov- 
ernment’s $2,500,000 Virgin Island relief project, will be introduced April 
Newspaper and magazine advertising will 
be used. The new packages’ label is said to have been designed by Presi- 
dent Roosevelt. Alley & Richards Co. is the agency. 


More Money: Florida Citrus Group Adds Color Pages 
Lakeland, Fla., March 12.—With excise levy revenue running ahead 

of estimates, the Florida Citrus Commission today ordered addition of 

full color pages in magazines to its advertising schedule. 


Ruthrauff -& 


Servel to Sponsor March of Time Broadcasts ___ 
New York, March 12.—Servel, Inc. will sponsor “The March of Time” 
April 8. Time and Life followed the Wm. Wrigley Jr. Co., as sponsor of 'the 
April 8. Time and Life followed the Wrigley Jr. Co., as sponsor of the 


North Carolina Gets $250,000 State Appropriation 
Raleigh, N. C., March 12.— The $250,000 state advertising appropri- 
ation was enacted into law today by the General Assembly, insuring a 
campaign to advertise recreational and industrial advantages of North 


Opposition to Form, Voiced 
hy President Roosevelt 
ls Overridden 


Washington, D. C., March 12.— 
The revised Copeland Pure Food and 
Drug Bill was passed by the Senate 
this week in the form held “weak” 
by the chief executive. The measure 
now goes to the House Interstate and 
Foreign Commerce Committee and 
Rep. Lea, whose “strong” amend- 
ment has presidential blessings, told 
ADVERTISING AGE today the Copeland 
form was due for heavy opposition. 

The Senate also accepted a further 


“weakening” amendment offered by . 


Senator Ryan Duffy, of Wisconsin. 
but it rejected a substitute offered 
by Senator A. Harry Moore, of New 
Jersey, as well as Senator Moore’s 
resolution to recommit the bill to the 
Senate Commerce Committee for fur- 
ther study. 

The Duffy amendment allows arti- 
ficial coloring in butter and chéese 
without noting the presence of such 
coloring on the label. / 

“Butter and cheese have always 
been colored,” Senator Duffy asserted 
in defending exemption of cheese 
makers from provisions of the bill. 


“The coloring is part of the product.’”. 


The Senators not only do not be- 
lieve that the Copeland Bill has been 
emasculated by amendments, but 
some fear, on the contrary, that the 
powers granted the courts are too 
broad. Senator Borah, of Idaho, was 
among those making this point. 


Defended by Robinson 


Majority Leader Joseph T. Robin- 
son, of Arkansas, however, who 
emerged from the debate as one of 
those favoring rigid control of foods, 
drugs and cosmetics and their adver- 
tising, defended this phase of the 
bill. é 

“Unscrupulous persons would some- 
times be able to escape with only ‘a 
brief jail sentence or fine and then 
continue their illegal practices,” said 
Senator Robinson, “unless court 
powers are broad.” 

While Senator Borah continued to 
argue that the bill was too inclusive, 
Senator Copeland, who also partici- 
pated in the debate, said the measure 
in its present form is necessary for 
adequate protection of the public. 

The principal amendment to the 
Copeland Bill, reported in Apvertis- 
Inc AGE of March 1, bans multiple 
seizures except when misbranding 
has been the basis of a prior judg- 
ment in favor of the United States 
in a criminal, injunction or libel for 
condemnation proceeding, or when 
the Secretary of Agriculture “has 
probable cause to believe from facts 
found by him that such misbranding 
of the article renders it actually dan- 
gerous to health or is, in a material 
respect, false and fraudulent, or is 
labeled or advertised. as a@ cure or 
remedy for cancer, tuberculosis, 
Bright’s disease, poliomyelitis, vene- 
real diseases, or heart or vascular dis- 
eases.”’ Italics indicate the new lan- 
guage in the bill. 

The following provisions govern- 
ing court procedure are also new: 

“The United States district court 
for any district of reasonable prox- 
imity to the district of the claimant’s 
principal place of business is hereby 
vested with jurisdiction to try such 
cases. Such district may be deter- 
mined by stipulation between the 


(Continued on Page 41) 
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ADVERTISING AGE 


Kenner Urges !/5 of 1% of 
Appropriation for Regulation 


Chicago, March 11.—Diversion of 
¥% of 1 per cent of every national 
eppropriation in the country to polic- 
ing of advertising was recommended 
to the Chicago Federated Advertising 
Club today by H. J. Kenner, presi- 
dent and general manager of the 
Better Business Bureau of New York. 

Addressing the weekly meeting of 
the club at the Sherman Hotel, Mr. 
Kenner also urged media to con- 
tribute “some proportionate share of 
their gross national advertising reve- 
nues” to the same common fund, to be 
administered jointly by the National 
Better Business Bureau and the Ad- 
vertising Federation of America. 

Saying that this plan would make 
$1,000,000 or more available annu- 
ally for the protection of advertising, 
Mr. Kenner pointed out that this 
much already is being contributed 
yearly by supporters of 55 local Bet- 
ter Business Bureaus. 


Others Are Starting 


“What we now face is a man-size 
job for a man-size industry,” he as- 
serted. “From a public relations 
standpoint, it is the most funda- 


mental task facing our industry. If 
we neglect it, other groups will do 
it for us at much greater cost to us. 
They are already starting, because 
the issues are so important. Govern- 
ment, through legislation—and very 
expensive legislation, as the securi- 
ties world has seen—may make the 
attempt, and if it does, advertising 
will pay and pay and pay.” 
Three-Point Plan 


The two organizations indicated 
would operate under a three-point 
plan, Mr. Kenner said: 

1. Fact-finding (investigation) and 
corrective action by the case method 
to halt and to prevent confidence-de- 
stroying representations and prac- 
tices. 

2. Development of standards, 
through definitions and rules of de- 
sirable practices, in further detail for 
each trade and industry to provide 
more protection for its consumers. 

3. Development of a consumer- 
education service which will help 
citizens in buying merchandise, 
securities, real estate and services, 
and at the same time will give con- 

(Continued on Page 41) 


W. C. 1. U. WAGES 
ANTI-DRINK WAR 
IN RADIO DRAMA 


Speeds Plans for $1,000,- 
000 Educational Campaign 


Chicago, March 11. — Using drama 
to persuade radio listeners to forego 
drink, the Women’s Christian Tem- 
perance Union will launch its first na- 
tion-wide radio program Saturday 
night, with funds already received in 
its drive for $1,000,000 for educa- 
tional work. 

Mrs. Margaret Munns, treasurer, 
said that the current educational 
fund totals $210,000. She is hopeful 
that the goal of $1,000,000 will be 
attained by June, when the W. C. 
T. U. convenes in Washington, D. C. 

The temperance education fund 
will be spent as follows, Mrs. Munns 
said: motion pictures, $120,000; 
schools of alcohol education, $20,- 

(Continued on Page 39) 


MR. KELLOGG.... 


Wr. K. Kellogg, President, 
Kellogg Company, Battle Creek, Mich. 


MR. 


... meet 


MARSHALL 


(Owner, Piggly-Wiggly Stores in Marshall- 
town, Mason City and Iowa City, Iowa) 


Those long-familiar boxes of Kel- 
logg’s Corn Flakes occupy a promi- 
nent place on the shelves of Jack 


. ‘Marshall’s Piggly-Wiggly store in 


Marshalltown (as they do in 6,689 
other grocery stores throughout 
Iowa). 


But scarcely more prominent than the place The 
Des Moines Sunday Register occupies on the 
reading tables in the homes of Jack Marshall’s 
customers. Although Des Moines is 69 miles 
from Marshalltown 4,128 of the 4,712 families 
read The Sunday Register. And Marshalltown 


The D 


Sows 


is just one of the 202 out of 205 Iowa cities and 
towns of 1,000 or more population in which this 
one newspaper goes into an average of 67% of 
all the homes. 


Just like housewives buying Kellogg’s know 
there are “None genuine without this signature 
—W. K. Kellogg”—so, Iowa dealers, in all 
branches of trade, know there are no advertising 
schedules quite like The Des Moines Sunday 
Register schedules for moving merchandise . . . 
that more than 300,000 circulation, right in the 
dealers’ own local communities, is CIRCULA- 
TION THAT COUNTS. ‘ 


oimes Register and Tribune 


March 15, 19 § arch 
— 
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PROHIBITIONISTS EXPAND PROMOTION 
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A FRIENDLY Gass 
MAY CAUSE AN 
UNFRIENDLY CRASH 
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Increased use of road signs like this are in the new $1,000,000 W.C.T.U. program, 


Credit Parity 
Is Sought for 
Co- operatives 


Washington, D. C., March 11.— 
Though their individual appraisals 
indicated keen sympathy with the 
objectives of consumer co-operatives, 
members of the commission dis- 
patched to Europe recently by Presi- 
dent Roosevelt contented themselves 
with general recommendations in 
their joint report, submitted to the 
President today. They suggested: 

1. That a survey of consumer and 
service co-operatives in the United 
States be made. 

2. That an agency be established 


5 or designated to give information, 


research and advisory service to 
consumers’ co-operatives. 

' 3. That steps be taken to assure 
consumer co-operatives “credit par- 
ity” with business and farmer co- 
operatives. 

The factual report filled 252 pages 
and individual expressions another 
162. 

“There is no reason to believe that 
co-operative enterprise will not ex- 
pand to considerable proportions in 
the United States in the next gener- 
ation,” asserted Jacob Baker. “Rather, 
there are many reasons to believe 
that it will develop rapidly.” 

“Co-operation is a way of life 


‘| which offers new procedure for the 


satisfaction not only of material, but 
of spiritual desires,” wrote Leland 
Olds, quoting Professor Harold J. 
Laskie, of England: “The very es- 
sence of co-operation is the denial 
that the profit-making motive can 
ever produce a just and humane so- 
ciety.” 

“Consumer co-operation, as carried 
on in Europe, cannot provide an 
overnight ride to prosperity, nor has 
it destroyed private trade,” said 
Charles Stuart. “It has, however, 
benefited many millions of people 
and may have an important part to 
play here.” 

Clifford V. Gregory commented that, 
while consumer co-operation in Eu- 
rope has assumed the proportions of 
big business, it has not ruined pri- 
vate business. 

“The two forms of enterprise are 
in keen competition. There is no in- 
dication that either is about to crowd 
out the other. Each is more efficient 
because of the other’s competition. 
And because of that competition, con- 
sumers are getting most of the bene- 
fit of the increased efficiency.” 

“Co-operative enterprise offers wo- 


.}men a way to supply their families’ 


needs efficiently,” said Emily Bates. 
“The broad cultural and educational 
effects of co-operation concern them 
deeply as wives and mothers. It is 
their interest or lack of it which can 
make or break the co-operative move- 
ment. If women in America want it 
enough, co-operative enterprise will 
grow in this country.” 


— 


Cook, Belcher Are 
Promoted by Smith 


John C. Cook, Western represent, 
tive of the W. R. C. Smith Publis, 
ing Company, Atlanta, Ga., has bee 
transferred to the home Office i 
charge of sales promotion work, 

G. A. Ahrens, formerly Westen 
manager of Pencil Points, will su 
ceed Mr. Cook in representing th 
Smith publications, Southern Hart 
ware and Southern Power Journ, 
L. A. Allen will represent Cotton, 
John Belcher succe@éds Mr, 
as Western manager of Pencil Pointy, 


Holland Is Named 
A. F. A. Director 


Lou E. Holland, of Kansas City, 
was today elected a_ director of 
the Advertising Federation of Amer 
ica, filling the vacancy caused by the 
death of B. Kirk Rankin, Southern 
Agriculturist. 

Mr. Holland, a former president 
of the Federation, headed the delega 
tion that visited London in 1924, 


“New York Times” Loses 
Col. H. H. Walker 


Col. Harris H. Walker, 61, vetera 
of the national advertising depart 
ment of the New York Times, diei 
March 11 of heart disease. He serve 
in two wars. 


WFLA Changes Hands 


Station WFLA, owned by the city 
of Clearwater, Fla., was sold Marth 
10 to the Florida West Coast Broat 
casting Co., headed by H. H. Baskit 
City bonds with market value 
$50,000 and $2,500 cash were paid. 


Robertson Advanced 


S. B. Robertson, vice-president and 
general manager of the B. F. 
rich Co., Akron, has been made & 
ecutive vice-president, a newly<tt 
ated position. 
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Some travel neat, 


some travel far; 


without a Car. 


: There’s 
No. Place Like 
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LIFE’S circuration was passe a MILLION 


WE PROMISED SOME WEEKS AGO THAT LIFE’S SUPPLY WOULD FOLLOW THE 


U. S. ADVERTISERS AND ADVERTISING AGENCIES READING BETWEEN THE LINES REALIZE THAT THE 


DEMAND DURING 1937. WE HAVE DONE OUR UTMOST TO KEEP THIS PROM- 


SPONTANEOUS ACCEPTANCE OF LIFE, WHICH HAS ATTRACTED ONE MILLION BUYERS IN SO SHORT 


ISE—HAVE MORE THAN DOUBLED LIFES WEEKLY PRINT ORDER IN THREE 


A TIME, HAS ALSO ESTABLISHED IT AS A FIRST-LINE ADVERTISING MEDIUM. LIFE HAS ALREADY 


MONTHS. BUT THE CONSTANTLY INCREASING DEMAND WAS UNPREDICTABLE. 


CARRIED THE ADVERTISING OF OVER 250 COMPANIES (AN ALL-TIME DOLLAR AND SPACE VOLUME 


WE PRINT ONE MILLION COPIES OF LIFE WITH THE KNOWLEDCE THAT TRE” 


RECORD FOR NEW MAGAZINES). 


DEMAND IS STILL FAR FROM FILLED, THAT THIS WEEK’S NEWSSTAND COPIES — 


HAS BROUGHT ABOUT ADVERTISING RESULTS THAT ONLY A PHENOMENON COULD PRODUCE. WE 


LIFE HAS ORDERS FOR HUNDREDS MORE PAGES. LIFE 


WILL BE SOLD ALMOST BEFORE THEY ARE DELIVERED. LIFE SALUTES ITS FIRST 


THINK THIS SPONTANEOUS ACCEPTANCE OF LIFE, EDITORIALLY AND AS AN ADVERTISING ME- 


MILLION SUBSCRIBERS AND NEWSSTAND BUYERS AND THANKS EACH AND 


DIUM, CAN BE BEST EXPLAINED IN ONE SIMPLE STATEMENT: 


IT’S BECAUSE PEOPLE LIKE IT! 


EVERY ONE OF THEM FORTHEIR SPONTANEOUS GOOD WILL AND GOOD WISHES. — 


JA, é eRe Abb, 


‘LiFe LIFE LIFE LIFE LIFE § 
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P : vertising. The account is being ban-| LIFE BEGINS A MELLOWED MIDDLE Yeap, 
Dems’ Trailers (|v by the United States Advertis- are SEAGRAM JOINS YEARS 


Make Northwind 


Demonstrators 


New York, March 11.—Trailers pur- 
chased from the National Demo- 
cratic Committee following their use 
in last fall’s presidential campaign 
are to be refitted as_ traveling 
branch offices for demonstrations 
by the newly organized Pleasant- 
aire Corporation, manufacturer of the 
Northwind air conditioner. 

The trailers will be used in a 
campaign to open distribution out- 
lets following the release of trade 
advertising to the radio and electric 
refrigeration fields this week. News- 
paper advertising, direct and co 
operatively with dealers, and a 
magazine schedule are contemplat- 
ed additions to the promotional 
program as soon as organization of 
a distributive system gets well un- 
der way. 


Headed by Young Roper 


Richard F. Roper, 29-year-old son 
of Secretary of Commerce Daniel F. 
Roper, is president of the corpora- 
tion. William Churchill is _ vice- 
president in charge of sales and ad- 


ing Corporation with Leo Paulin of 
that agency in charge. 

The Northwind conditioner, hailed 
by its sponsors as a device that per- 
forms all the principal functions of 
air conditioning equipment, is fur- 
ther heralded by Guy Paschal, its 
inventor, as a device which will 
bring true summer air conditioning, 
including the functions of dehumidi- 
fying, cooling, washing and circu- 
lating air, to people in modest 
circumstances. The intended list 
price is $175. 

The unit fits into any window like 
a ventilating fan, plugs into any 
convenient outlet and will operate 
on either A-C or D-C current. 


Duysters Appointed 

Ralph F. Duysters has been ap- 
pointed Eastern advertising manager 
of Sheet Metal Worker, published by 
Edwin A. Scott Publishing Co., New 
York. Mr. Duysters formerly was 
with Simmons-Boardman Publishing 
Co. and McGraw-Hill Publishing Co. 


Johnstone to Jaros 


Forrester F. Johnstone, formerly 
export marketing counsel for the 
Grace Lines, has joined the staff of 
the Jaros Co., New York, as research 
department head. 


Seagram's joins the ranks of advertisers 
stressing the longevity theme with a new 
display series in newspapers. 


Gardner Group Moves 

Gardner Publications, Inc., pub- 
lisher of Modern Machine Shop and 
Products Finishing, has moved to en- 
larged quarters at 431 Main st., Cin- 
cinnati, O. 


Start “Tested Copy” 


The Daniel Starch research organi- 
zation is issuing monthly a publica- 
tion titled Tested Copy for distribu- 
tion to advertisers and advertising 


agencies. 


The Atlanta Journal 


REACHES A NEW PEAK 


IN DAILY CIRCULATION 


Steadi 


eve 


——_—n 


New York, Chicago, 


Journal hes been climbing. Almost 
month, anew peak has been 
reached until in February the all-time 
high of The Journal for daily circula- 
tion was touched in the average of 
106,034 copies. 

Wirephoto, This Week, 16 pages of 
Colored Comics, a full page 
pictures daily, good features, excellent 
and complete news coverage, together 


the circulation of The Atlanta 


news 


Net Paid Daily 


Average Circulation 


For the Month of February 1937 


with a sound editorial policy that is 
aggressive for the public good and 
yet fair to all, are the qualities which 
enlarge The Atlanta Journal audience. 


The Atlanta Journal, 54 years young, 
has led the field in advertising linage 
in Atlanta for 26 years. Advertisers 
today are being delivered 25 per cent 
more daily circulation by The Journal 
than they were in 1934. 


Month after Month, for 26 Months, 
The Journal Circulation Is Upward. 


Following are monthly averages of net paid 
since December, 1934 


‘MONTHLY AVERAGE 


MONTHLY AVERAGE 


circulation | 


MONTHLY AVERAGE 


CAMPAIGNS FOR 
LONGER LIVES 


New York, March 9.—Middle-aged 
men were projected as the darlings 
of advertising today with three na- 
tional advertisers directing copy to 
men of 40 and over, 

Since the increasing mortality rate 
from diseases of the heart, arteries, 
diabetes and other degenerative con- 
ditions is a serious factor in the 
maintenance of this market, E. R. 
Squibb & Sons, Metropolitan Life 
Insurance Company, and Seagram- 
Distillers Corporation, are currently 
sponsoring copy that is addressed 
to the middle-aged population. 

Copy of Seagram, the latest re- 
cruit, preaches moderation in the 
headlines, while suggesting that 
those who drink should choose the 
“form of whisky that is best for 
you.” 


Keep Fit Theme 


“Keep fit now, and you’ll feel bet- 
ter in your middle years,” states 
one headline in the series, continu- 
ing, “conserve energy, avoid late 
hours, rich food, overstrain.” 

Another headline says, “Take life 
easier, and keep in trim, exercise 


regularly. Rest oftener ... don’t 
work ‘till you drop. Watch your 
diet.” 


“Be moderate in all things if 
you’d be happier . . . live longer,” 
says a third headline, “You can al- 
ways enjoy the best life has to of- 
fer, if you'll take things a bit 
easier.” 


Census Telis Reason 


The reason for this solicitude on 
the part of national advertisers to- 
ward the middle-aged market can be 
clearly seen from a study of census 
figures which show that between 
1880 and 1930 the percentage of 
population aged 40 and ovér grew 
from 20.9 to 29.4, a gain of 8.5 per 
cent. 

While the increase in the propor- 
tion of those 40 and over amounted 
to 8.5 per cent for a half-century, 
during the decade from 1920 to 
1930, the shift in age groups was 3.5 
per cent, leaving only 5 per cent 
for the preceding 40 years. 

These population changes are 
also seen as likely to cause adver- 
tisers to use different appeals than 
are now favored, and possibly re- 
design products, as long-run adapta- 
tions to changing circumstances. 


RFC Aids Home Owners 
in Flood-Stricken Area 


The RFC Mortgage Co., in co-oper- 
ation with the Federal Housing Ad- 
ministration and the Works Progress 
Administration, has made arrange- 
ments to finance the cost of new 
homes to take the place of those dam- 
aged or destroyed in flood area cities, 
if built upon high ground. 

The RFC will lend home owners 
up to 80 per cent of the cost of new 
homes built upon high land, at four 
per cent, amortized over a period of 
20 years. FHA will insure the loans, 
and WPA will assist the communities 
> providing sewage and other facili- 

es. 


Bowman Appointed © 
C. C. Bowman, Jr., has been elected 
vice-president of Wadsworth & 
Wood, Inc., New York sales and mer- 
chandising service, and will take 


09; charge of radio and business sur- 


Manta Journal 


Junrnal Cocers Dixte Like the 


National 


Representatives 


~ O'MARA AND ORMSBEE, INC. 
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BLENDED waiscies 


Using testimonials from business 

Seagram's blends whisky with 

message in its new "middle years” si, 
in newspapers. 


. | stocks. 


Tell Commission 


of S-B Expert 
Aid to Bakery, 


New York, March 9.—Answ 
complaints issued under the Robi 
son-Patman Act, Standard Branj 
Inc., New York, in hearings beto, 
the Federal Trade Commission, thj, 
week denied allegations that it ha 
practiced price discrimination 4 
favor of large buyers of bakers’ ay 
foil yeast. 

Price differentials based on qua 
tity purchases over a stated perio 
are and have been for a long tim 
an accepted practice in the trate 
Standard Brands declared, pointix 
out further that competitors hap 
been selling yeast at prices as loy 
as or lower than Standard Branj 
quotations. 


Allow for Costs 


Justifying price differentials basei 
on quantity purchases of bakers 
yeast, Standard Brands said that 
these “make due allowances for 
differences in the cost of manufac 
ture, sale and delivery resulting from 
differing methods and quantities in 
which bakers’ yeast is sold and de 
livered to customers.” 

It was also pointed out that Stand 
ard Brands maintains technical 
laboratories and experts to assist 
bakers in overcoming problems that 
frequently arise and to aid them it 
economical store and equipment lay. 
out. Advertising and sales expert 
are also placed at bakers’ disposal, 
the manufacturer declared, and differ 
entials in price per pound are “par 
tially the result of the higher ser 


‘ice and consultation costs in the 


smaller quantity brackets, wheres 
larger yeast buyers for the most part 
have their own experts and advisers 
Production, traffic, and sales exec: 
tives called as witnesses testified 
that Standard Brands makes yeas 
deliveries from factories only to itt 
own warehouses, which are the dit 
tributing points for deliveries # 
buyers. These warehouses # 
strategically located to assure ship 
ments only within the confines 
various states, it was pointed oll 
thus denying the Commission’s all 
gation that Standard Brands is & 
gaged in interstate commerce. 


Stresses Complete Stocks 


Hutzler Brothers, Baltimore #& 
partment store, has launched & 
contest in newspaper adve 
seeking the three best letters 
“Strange! but I couldn't find 
Hutzler’s.” Copy points out 
the store prides itself on ¢0 
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Now that BAKERS’ HELPER has almost completed 50 
to pause and see just what has been accomp 
To mark this pause, an issue of BAKERS’ 
Industry during this 

will be record 


portant men in the industry who hava influenced 


that will last for 
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A PAUSE 


rs’ service to bakers, it is & 

hed d those 50 years. 

HELPER will be devoted to 
half century. Ev: important chemi 

ed. Much of the editorial material 
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A DAINTY DISH 


«ITO SET BEFORE THE KING 


~a @ Sing a song of sixpence or of a million dollars. Spot 
ation i broadcasting is the one form of radio which ‘is adaptable 


pei to any advertising budget, no matter what the size. 


ne trade, ' 


pointing | i: Te Nashville | 
ors have 6 . " ee oe Sirota 


| Branis @ Set a dainty dish of radio before King Consumer when 
ils base and where you please. Season it to his favorite sectional 


manutae flavor. He'll eat it up. 


ca ®@ Each of these radio stations has successfully sold almost 
2ms that 

at every type of product except deep dish blackbird pie. Your 
expe 

disposal, 

ne product may be “different”, but it will be no exception. 
“in th 
whereas 
ost part 
rdvisers. 


They can sell it, too. 
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— 
& Co., i 24- booklet f hil- ; 
Color Copy at long AM iliustrations ae ped Rb mers * jaye mene & ANTI-M ARGARINE TAX ATTACKER 
Pr Is were in black and white and recipi-| poteg a aenmaner representa- Re 
Home ocess ents were told to take a brush, /tiyes has moved to 520 N. Michigan L THIS TAX! 


Tested by Macy 


New York, March 10.—A new, pat- 
ented “invisible color” process has 
been placed on the market here 
today by E. E. Brogle & Co., Inc., 
printer. The technique is said to 
offer advertisers an opportunity to 
capture the attention of prospects 
by inviting them to transform a sim- 
ple black and white illustration into 
a four-color print. 

First commercial use of the pro- 
cess has been tested by R: H. Macy 


toothpick or similar implement, wet 
the edge and daub the pictures. 
With the application of water the 
monotone illustrations burst forth 
into the radiance of 4-color benday 
reproductions. 


Multi-Color at Last 


The process makes use of regular 
letter press color plates, but the 
finished job comes off the press 
with the appearance of a single col- 
or printing. A chemical reaction 
occurs, however, with the applica- 
tion of water and the final effect is 
a multi-color reproduction. 


ave. For the past 15 years the com- 
pany has been at 605 N. Michigan 
ave. 


Knoblauch to Capper 


John Knoblauch, with Capper Pub- 
lications 10 years before joining Lib- 
erty in May, 1936, has returned to 
Capper on the New York sales staff 
of Household Magazine. 


“Tip Top” Names Ward 


Harley Ward has been named mid- 
western representative of Tip Top 
Comics Magazine, published by Unit- 
ed Features Syndicate, New York. 


TAX DRIVE MADE 
BY BEST FOODS 


New York, March 10.—Marga- 
rine’s only crime is its great econ- 
omy, Best Foods, Inc., declares to- 
day in a new campaign calling for 
opposition to margarine taxes. 

In the campaign, entirely sepa- 
rate from the new schedule for 
Nucoa, Best Foods charges that 
margarine tax proposals are “backed 


Ten years from now Ernest may be pushing a platoon 
of buzzers instead of answering them. But today he’s just 
an adolescent Cerberus, only a step below that slightly 
superior clerkly stratum which wastes too much salesmen’s 
time, and cajoles too many places on the free list. 

5$$ Yet all the Ernests and their elders and betters 
placed end to end seldom reach a major decision—the 
kind of a definite yes or no that makes or breaks an 
agency solicitation or a media schedule. 

$$$ That kind of judgment comes from the background. 
It’s as final and explicit as the fateful tones from the 
kitchen that bid little Nell shut the front door on the 


brush peddler. 


$$$ The president, the treasurer and the 


hidden directors may take only an academic 
interest in advertising, but they have a sharp 
and critical voice in spending money. | 

$$$ For dealing with money’s their trade. 
They know how to make it—know how to 


spend it. 


$$$ To reach them, the money makers, you 
must use their medium. No other publication 


OF SEEING ERNEST 


lines. It centres its editorial efforts on printing news about 


money making. 


$$$ It does this one job so well that 31,000 major-league 
money makers pay $18 a year to read and profit by its 
news. This group can pay for, believe in, and profit by 
good advertising applied to the business they own, op- 


erate or silently direct. So skip the Ernests. 


$$$ Tell your advertising story simply and credibly to 
the money makers. Show them how they'll profit and 
you'll profit in return. 84 of the largest 100 magazine 
advertisers buy 453 copies; 80 of the largest 100 news- 
paper advertisers buy 383 copies; 69 of the largest radio 


advertisers buy 297 copies. 


ee 


covers the trade of money making like the oe 


daily Wall Street Journal, nothing else inter- 


prets it so intelligently. 


: $$$ The Wall Street Journal carries no side 


the morninea 


rer dora 


as 
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—— 
Best Foods has launched an inde 
effort through ve tt to kill taxes og 
margarine, complementing joint indysn 
efforts. “er 


— 


by creamery interests who, 
would like to see margarine tary 
out of existence in order to 

the sale and price of butter.” 

The first advertisement in the 
new series appeared this week 4 
Life, and will also be run in t%} 
Saturday Evening Post next 
through Erwin, Wasey & Co. New 
papers will probably be used 4 
Washington, and in various sgtaty 
where anti-margarine tax bills ay 
pending. 


Tax Discussion Predominates 


Approximately three-quarters 
the space is given to the discugsig, 
of taxes on margarine, and the nm 
mainder is an advertisement fo 
Nucoa, which is shown ag “Mgr. 
garine’s star witness.” 

The slogan “Don’t tax the sprea 
on the people’s bread,” is featured 
in the copy, and will be reiterate 
in trade paper space, and lapel but 
tons worn by Best Foods salesmen, 
An extensive direct mail campaign 
will also be started to influential 
legislators and prominent citizens, 

Taxes on. margarine, the adver. 
tisements say, are actually borne by 
those who can least afford to have 


their cost of living increased, the 


wage-earners. © * : 
In undertaking this campaign, 
Best Foods executives said they 
realize that other manufacturers 
will receive some benefit, but it was 
decided to carry on an independent 
campaign rather than depend e 
tirely upon joint industry efforts 
which in the past have placed adver 
tising to combat such taxes. 


New Drive by Savage 


Ryan, Leach & Goode, sales engi 
neers of Chicago and New York, have 
prepared a sales promotional cal 
paign for the appliance division o 
Savage Arms Corporation, Utica 
N. Y., covering equipment used it 
refrigeration of ice cream trucks abi 
cabinets. 


be used. 


Direct mail, based on & 
tensive trade paper advertising, wil 


NEW YORKS 
OWN STATION 


GOOD WILL HOW 


Successor to Good Will Comm 
SUNDAYS 14 TO 11 Pelt 
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ADVERTISING AGE 


March 15, 193) 


Record Posting 
Planned for New 


Warner Picture 


New York, March 10.—Posting of 
24-sheets in 1,200 cities is scheduled 
to start March 15 as part of the pro- 
motion in behalf of the Warner Bros.’ 
production, “The King and _ the 
Chorus Girl.” 

Claimed by the Blaine Thompson 
Co., Inc., Warner Bros.’ agency, to 
be the largest poster campaign 
ever scheduled in behalf of a single 
motion picture, the postings will stay 
up for four weeks to give the feature 


a three-week advance and a one-week 
current build-up. 

Exhibitors will be permitted to 
snipe the 24-sheets with day-and-date 
announcements. 

Fan magazine advertisements fea- 
turing the same picture are sched- 
uled to reach 14,000,000 readers. 

The poster appropriation is en- 
tirely in addition to the producers’ 
increased newspaper appropriation, 
according to the agency. 


Lippmann Changes 


David Lippmann, formerly of 
Blackman Advertising, Inc., has been 
appointed field survey and merchan- 
dising director of Bar and Grill Jour- 
nal, New York. 


ABDICATION AND 
NOVEL IN NEW 
PEPPERELL LINE 


Boston, March 11.—Tying in with 
top news events, the Pepperell 
Manufacturing Company today has 
added “The Uncrowned King” and 
“Gone With the Wind” to its fabric 
designs. Each design is a series of 
scenes portraying highlights of the 
broadly-publicized “events.” 


The “Gone With the Wind” design 
shows six individual scenes. Scene 
one shows the famous Civil War en- 
gine “The General’; scene two rep- 
resents Fort Sumter, and subsequent 
scenes reveal “Tara,” the home of 
Scarlett, who is heroine of the novel; 
a plantation field with slaves picking 
cotton; a battle scene outside of At- 
lanta, Georgia, and the last scene 
shows a scene composed of characters 
prominent in the book. 

Three of the scenes were taken 
from authenic photographs in the 
New York Public Library and the 
other scenes are originals with the 
book serving as a source of inspira- 
tion. 

The Coronation design, a switch 


“a, 


KEYED TO NEWS 


New fabric design of Pepperell 

facturing Co., Boston, takes "Wis ra 

from the Mitchell Novel, "Gone With 
the Wind." 


1,200 DIFFERENT PRODUCTS are made in Indianapolis’ 800 
manufacturing establishments. Diversification of industry 


means stability of buying power and profitable selli 


ng. 


20,000 RETAILERS serve as purchasing agents for 
Indianapolis Radius consumers. Their January vol- 
ume was approximately 19%, above January, 1936. 


since Edward’s abdication, is cajjg 
“The Uncrowned King” and like th, 
other design contains six differen 
scenes. The royal coach, Westmingte, 
Abbey, the King about to be crowng 
by the Archbishop of Canterbury, , 
picture of the King, entrance gate y 
Buckingham Palace and the “Home 
Guard” with the King riding at thej 
head, are the six scenes shown, 
Both designs are heightened by thy 
use of brilliant, non-fading colors, 


Warns Against Substitutes 


Continuing its success in unusy) 
promotion the Pepperell Manufactyy. 
ing Company, in co-operation with 
Good Housekeeping Magazine, has js. 
sued a detailed sales manual for aig 
to the sales persons and the cop 
sumer. The booklet is devoted, jp 
the main, to the selling points of the 
Pepperell merchandise. 

The Pepperell sound-slide film js 
offered by the company for use ip 
stores and by members of the trade, 


CORONATION THEME 


HOOSIERS ON THE GO. A total of 560,383,211 gallons of gas- 
oline was sold in Indiana in 1936. More than three gallons per 
week per person—a record surpassing all prervious years. 


NEWS CIRCULATION in Marion County 
(A. B. C. Indianapolis) nears saturation- 
point coverage of able-to-buy families. To- 
day it reaches more than 4 out of 5 homes. 


Capitalizing on the forthcoming corone 

tion, Pepperell Manufacturing Co., Bos 

ton, recalls in this new design the abdi- 
cation of Edward. 


‘This film has been shown all over 
the country. 

A new use also has been found 
for Pepperell Muslin Sheeting. This 
material is being used for the first 
time to reinforce plaster walls. The 
main advantage lies in the fact that 
the textile prevents walls from crack 
ing. 

Batten, Barton, Durstine and 0% f 
born, Inc., Boston office is the adver 
tising agency and Allyn B. Mclntire, 
vice-president, is in charge of adver 
tising for the Pepperell Manufactur 
Jing Company. 


LITHOGRAPHED 
LETTERHEADS 


at New Low Prices 


Alert buyers in every section 
from cmpereiee that “‘it pays to 
Universal.’’ There is not only the 2 
in price made possible by our large-scale , 
ing and modern high-speed presses, but ‘ 
added satisfaction of knowing that QUALITY 
. é a : : an inherent part of every letterhead that 
---+4 i. i i our plant. 
Send for our FREE Portfollo of modern Lie, 
srpohea letverheads one price 4 , a 
a rom, w 
reel why you SAVE MONEY 


Age ET ee 


UNIQUE SALES oppop TUNITY 


Today the two-million-popy 
offers rich rewards for 


gener sasha rem 


———— 


Attention—Advertisers ) 
and Advertising Agencies 


fa 
lant we hare fact OW 


PLUS MARKET. Families 
in Marion county who read 


In our modern 


The News and no other lo- ]] Producing quickly, efficiently, 8nd i tig, 
| ets, 
cal daily paper spent near- > ML peeatieally every 
HALF of the $10,000,- of mailing matter you may use, © ww 
use. We te with agencies 
lying sketches without cost oF « 


nt here in drug 
pred meg year. ite—or 


tel 
plain this service in detail. 


Litho & Stationery Compal? 


4317 Diversey Ave., Chiease, '¥- 
Telephone; Spauiding 7000 
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pe TAKE ONE good look at a map of the West before you leap into an 
advertising schedule. You'll see that there are twelve (12) distinct buying centers 
in this area, which accounts for 10% of the nation’s income. Obviously, you'll want to 


use a medium that covers them all. 


Only Associated Weekly can give you adequate coverage of all twelve units in this 
wealthy market. It reaches 44% of the families in the states of California, Oregon, 
Washington, Utah, Arizona, Nevada, and Idaho. And these are the families which 
can afford to buy whatever you sell. 


re 3 This medium, created to meet the special problems of western coverage, reaches its 

ntire, ‘ 

- ; readers through their local newspapers. Thus it offers magazine-type coverage local- 

| | ized for reader interest, pulling power, quick action, and merchandising service. 

i, Remember this from your glance at the map. The West is not just a fringe along the 
EFFECTIVE MARCH 15, Pacific Coast. It covers a lot of territory .. . one-third the area of the United States. 
Associated Weekly will offer ; 
an attractive new group rate You need Associated Weekly to do a job out here. Get the complete picture by send- 

2S on black and white advertising. ing or asking our representative for your copy of our study “Pacific Coast Markets.” 

% 

ithe 

i 

a | | OFFICES: NEW YORK + CHICAGO - DETROIT + CLEVELAND oe 

ia | 

" bb WEEKLY IS THE ALL-INCLUSIVE NAME FOR THE MAGAZINE AND COMIC SECTIONS OF THESE 12 LEADING SUNDAY NEWSPAPERS 

if ki FRANCISCO CHRONICLE OAKLAND TRIBUNE SACRAMENTO UNION LOS ANGELES TIMES LONG BEACH PRESS- TELEGRAM. SAN DIEGO UNION 


» ARIZONA REPUBLIC PORTLAND OREGONIAN TACOMA LEDGER SEATTLE TIMES SPOKANE SPOKESMAN - REVIEW SALT LAKE TRIBUNE 
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Librarian at Denver U. 
‘Directs’ New Students to 
‘100,000,000 Guinea Pigs’ 


Chicago, March 11.—Advertising 
is under fire in many college and 
university classreoms, surveys 
made at widely scattered institu- 
tions this week by ADVERTISING AGE 
show. 

Five hundred freshmen are an- 
nually enrolled at the University of 
Denver, and every one of them is 
“inoculated” against advertising 
with “100,000,000 Guinea Pigs” and 
similar books. 

The treatment comes from an un- 
expected source, Miss A. Beatrice 
Young, librarian, and instructor of 
an elementary course in library 
science required of all freshmen. 

Miss Young charges that business 
men induce ill-informed consumers 
to purchase foods, medicines, cos- 
metics, and other merchandise 
which are deleterious to health, but 
fail to produce and promote mer- 
chandise which would build up and 
preserve health. 

Business men must learn that 
there are equally generous profits 
to be earned by producing only 
wholesome goods, sound merchan- 
dise, and honest advertising, she 
asserts. 

Among the books which she calls 
to the attention of freshmen are 
“Your Money’s Worth,” “Eat, Drink 
and Be Wary,” “Skin Deep,” and 
“The American Chamber of Hor- 
rors.” 


Calls Bye, Hewitt Conservatives 


The charge that advertising is re- 
sponsible for manipulating much 
consumption to the disadvantage of 
the buyer is made in the textbook, 
“Applied Economics,” by Raymond 
T. Bye and William W. Hewitt, used 
in courses given by Dr. B. A. May, 
professor of economics at the Uni- 
versity of Denver. Dr. May de- 
scribes these authors as “conserva- 
tive.” 

“Whether or not the benefits of 
advertising outweigh its disadvan- 
tages we need not try to decide,” 
the authors state. “Mr. Stuart 
Chase estimates that in a properly 
organized society only about 10 per 
cent of our present advertising ac- 
tivities would be needed, but 
whether this is a fair estimate or 
not, the important fact cannot be 
denied that advertising is the 
source of much misdirected and 
wasteful consumption.” 

The authors also point out that 
Mr. Chase lists various human ac- 
tivities which do not contribute to 
human well-being. These range 
from commercialized vice to “the 
loss of goods by fads, which foist 
some new foible on the market, and 
by changes of fashion, artificially 
stimulated by producers to induce 
people to buy goods that they really 
do not need.” 

Americans are far more efficient 
producers than they are consumers. 
the textbook asserts. 

“The consumer is expected to pick 
up from his family life and environ. 
ment the knowledge necessary to 
live. wisely,” the authors declare. 
“Most of the specific information he 
gets on the subject comes from ad- 
vertisers who spend millions of dol- 
lars annually trying to persuade him 
to buy what they want to sell 
rather than what he needs. Enough 
has already been said to indicate 
that the result is far from satisfac- 
tory. 

“Our consumers know little about 
the most economical kinds of food 
to buy and the best ways to pre- 
pare it, or about the kind of hous- 
ing and furnishing and heating 
which will make for attractive and 
healthful homes. Clothing is left 
to the dictates of fashion rather 
than to the needs of protection and 
comfort.” 

Professor May believes that busi- 
ness men can most effectively deal 
with fraudulent advertising and 
merchandising practices, through 
Chambers of Commerce and Better 
Business Bureaus. 

Various types of testimonials 
were condemned by Robert H. Mc- 


Williams, head of the department of 


sociology of the University of Den- 
ver. 

“A senator who accepts $1,000, or 
any other sum, as payment for en- 
dorsement of a tobacco, or any 
other advertised commodity, in my 
opinion. is a crook, and loses all 
respect I may formerly have had 
for him,” he declared. 

“The popular athlete who permits 
a manufacturer to capitalize upon 
his popularity, with a recommenda- 
tion designed to influence a youth- 
ful class of hero worshippers, is as 
blameworthy as men who bribe him. 
That such practices are tolerated is 
a sad commentary on the low moral 


TWO NEW MANAGERS 


Frank J. Enright (left) has been named 

sales and advertising director of the 

A. F. Holden Co., New Haven, Conn. 

Theodore A. Hogdon is new advertising 

manager of Harvey-Whipple, Inc., Spring- 
field, Mass. 


standards prevailing among the 
American people.” 


(Continued on Page 34) 


India Now Has 
a Newspaper in 


Colored Lights 


Washington, D. C., March 10.—A 
novel advertising medium in the 
form of an “electric newspaper” has 
just been introduced into Calcutta, 
India, American Trade Commission- 
er George C. Howard reported to- 
day to the Department of Commerce. 


Five Electric Motors 


The sign is a departure from the 
ordinary electric signs in use in In- 
dia, the report points out, in that 
it has three important features— 
light, color, and movement. It is 64 
feet by 13 feet in size and is erected 
on top of an European restaurant 
in the center of the city. The sign 


ee, 
is worked by five electric Moto 
and has a speed of 470,009 4 
and break contacts per minute 

Comprised of three separate | 
tions, the display is filled With ba 
of lamps of various sizes ang Colo 
and it is reported that as many 7 
300 color combinations can pe en. 
ployed. These sections may 
separately or collectively contr 
according to the needs of the 
ment, the report states. 


Olleq 
Mo. 


Goes 6 Hours Daily 


The news flashed on the sign 
every evening is accompanied p 
a program of radio and Phonograp), 
news. The electric newspaper op. 
erates for six hour every evening 
and it is estimated locally that ; 
is seen by 50,000 people each day, 

Poster experts in this country 
said the same idea was Promotes 
here three years ago but Proved, 
at that time, impractical. 
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Motor, zines. Gerald Leake has provided all 
Make John H ancock illustrations, designed to tell the Thompson Makes Change D DOUBLE APPEAL 
ite, story at a glance. American Maga- in Media Department 
Bee, # oO py t oO Te l l zine, Better Homes and Gardens, Col-| Sidney W. Dean, Jr., for several 
bani a I S lier’s, Cosmopolitan, Fortune, Lit- a tll ney mag —— ka WINNER 
Digest, omp 0., New York, has 

=~ S eri a tor y oo ie i po aged = pie teaey left the media department to become 
€ em, papers are also scheduled. The lat- ren anal to Gilbert Kinney, vieo 
'Y bef goston, March 9.—A serial story|ter will be used occasionally with} Mr. Dean is succeeded in his for- G T 
trolley the adventure of a single family large space. mer position by George C. Dibert, 
le mo. is the jnnovation in insurance adver- Livermore and Knight Company is| who has been newspaper space buyer. 

ising made by John Hancock Mutual in charge, with Irving E. Blaine ac- = oo nag a. Dibert’s 

q t 

fe Insurance Company in a cam-| count executive. GSERES, CUCSteES sad 

; Jaunched in The American Gill >» Head: Sal 06 Victors Make Debut in 
Sign The daily problems and illette Heads i i ; 

weekly. y D es A gold medal winner in the All-America 
* by B ycissitudes of the Fortune family Matheson to Delco Irving R. Gillette has been named N. Y, March 15 Packaging competition, this South Bend 
"rah gill be related to show the important} W. A. Matheson, formerly manager | vice-president in charge of sales of Bait Co. package, made of Protectoid, 
er op which life insurance can play | of the Chicago office of Williams Oil-| Ambrosia Chocolate Co., Milwaukee. ‘ gives the angler a fly carrier after his 
vening Bj, the success or failure of any|O-Matic Company, has been ap-| He will continue as secretary. (Pictures on Page 43) line is wound on the reel. 
hat jt group. pointed Eastern division zone man- —_—__—_——_— New York, March 9.—Fifty-six pack- 
wr. The same company is also break- ot wakes Viadtaee Cataeen ae Chicago Firm Expands |*%° nd window displays which|the Rockefeller Center Arcade at 30 
an ing with tradition in abandoning use will succeed R. E. Cullen, who has Swafford and Koehl, Inc., Chicago triumphed over a field of more than | Rockefeller Plaza for one month be- 
raved ot small omg ache oo > resigned to become manager of Gen-| kas moved to larger offices at 620 N.| 12-000 entries in the 1936 All-Ameri |sinning March 15. 

publications ominant ad-/| eral Appliance, Inc., New York Delco| Michigan ave. The new telephone |°42 Package Competition will go on| Twelve duplicate exhibits will tour 

yertisements in a few selected maga-| distributor. number is Superior 9030. exhibition in the south corridor of|the country for displays to be spon- 
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With Business Papers — 
: You Can Pick 
Your Own Audience 


Maximum Flexibility in Selection of Markets 


ot both. 


an entire group, like executives, throughout all in- 


dustry. Or perhaps it’s design 


want. Then you would use BUSINESS WEEK for the 
former, or PRODUCT ENGINEERING for the latter. 


That's what is meant by business paper flexibility. 


By using business papers you can strike with telling 


effect at industry groups or functional groups, — 


For instance, you can pick a specific industry, like 
mining, and cover it from president to pit-boss, with 
an industry paper like ENGINEERING AND MINING 


JOURNAL. On the other hand, you may want to reach 


engineers that you 


, 


portunity to advertisers. 


for your advertising dollar. 


Only business papers offer this double-barreled op- 


McGraw-Hill papers have pre-sifted the market 
in 24 major fields of business and industry. They 
have segregated the readers into industry groups and 
job groups, and have automatically eliminated non- 
readers, by A.B.C. standards of paid circulation. 
McGraw-Hill papers, therefore, permit you to ‘call 
your shots” for the coverage which is most important 


to you — thereby assuring you of maximum results 


McGraw-Hill Publications 


“Where your advertising dollar goes to work . . . not to waste” 


McGraw-Hill Publishing Company, Inc., 330 West 42nd Street, New York, N. Y. 


American Machinist Chemical and Metallurgical Electrical West Factory Management and Power 
Aviation Engineering Electrical Wholesaling Maintenance Product Engineering 
Bus Transportation Comrie Methods and sa World Stand tuiliainninn Radio Retailing 
; uipment ectronics ° : 
— Week Mecca! Contracting Engineering and Mining Journal Metal and Mineral Markets Textile World 
Age Electrical Merchandising Engineering News-Record Mill Supplies Transit Journal 


sored by advertising clubs, universi- 
ties, etc. Two additional sets will go 
to England and Australia for display 
there. Prints of a feature-length 
sound movie in colors, which drama- 
tizes the winning packages and de- 
velops the importance of packaging 
from merchandising standpoints, will 
accompany the exhibits. 

Gold, silver and bronze awards in 
the 20 classifications of the competi- 
tion will be made on March 24 at the 
annual presentation dinner, to be 
given here by Modern Packaging, 
which sponsors the annual competi- 
tion, 


Winners Reflect Ingenuity 


This year’s awards crown a variety 
of ingenious packaging ideas which 
range from potted flower bulbs to a 
flexible “glass” air gun for lubri- 
cants. The flower bulbs, for the 5 
and 10-cent trade, are scientifically 
controlled to blossom only when the 
top of the package is removed. Other 
prize winners include sure-grip bot- 
tles for medicine and cosmetic 
fotions, pump dispenser bottles and 
trick tops on collapsible tubes, a pig- 
skin saddle bag packed with toilet 
requisites, packaged kits of auto 
parts, streamlined liquor bottles, 
beer in a keg-like tin, and gift en- 
sembles of bewildering variety and 
including golf balls, wines, towels, 
cosmetics, haberdashery and fruit 
cake. 

Judging was based on the require- 
ments of a successful package firm, 
the triple viewpoints of the con- 
sumer, the retailer and the manu- 
facturer. On the judges’ committee 
were Kenneth Collins, vice-president 
of Gimbel Bros. department store; 
Charles Luckey Bowman, Bowman, 
Inc.; George R. Webber, package 
engineer, Standard Brands, Inc.; Wil- 
liam M. Bristol, Jr., vice-president, 
Bristol-Myers Co.; Baughn Flannery, 
art director, Young & Rubicam, Inc.; 
and Nan M. Collins, account execu- 
tive, the Roland G. E. Ullman Or- 
ganization, Philadelphia. 

Winners in the 20 classifications 
under which the 1936 competition 
was conducted are: 

Collapsible Tube: Bristol-Myers 
Co., Hillside, N. J. (Vitalis), Bour- 
jois, Inc., N. Y. C. (Mansfield Shav- 
ing Cream). 

Metal Containers: The F. & M. 
Schaefer Brewing Co., Brooklyn, N. 
Y. (Beer Can), S. C. Johnson & 
Son, Inc., Racine, Wis. (Johnson’s 
Enamel), All-Nu Products Co., Cam- 
den, N. J. (Clix Auto Products). 

Fibre Can: Borg Warner Service 
Parts Co., Chicago, Ill. (King Pin 
Kit). 

Glass Containers: Wm. Jameson & 
Co., Inc., N. Y. C. (Jameson’s Irish 
American Whisky), Abbott Labora- 
tories, North Chicago, Ill. (Abbott’s 
Alcolo), Castilian Products Corpora- 
tion, Hollywood, Cal. (Toilet Prepa- 
rations). 

Plastic Containers: Dedon Labora- 
tories, Erie, Pa. (Cosmetic Hostess 
Package), Larsen Baking Co., Inc., 
Brooklyn, N. Y. (Fruit cake box), 
Remington Arms Co., Inc., Bridge- 
port, Conn. (Deluxe carving set). 

Folding Carton: Hewett P. Mul- 
ford & Co., Lebanon, O. (Potted 
Bulbs), The Dole Valve Co., Chicago, 
Ill. (Dole Valves), Peter Paul, Inc., 
Naugatuck, Conn. (Collins Butter- 
scotch Candies), The Biltmore Mfg. 
Co., Cincinnati, O. (Dolly’s Comfort). 

(Continued on Page 29) 
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Why They Pick on Advertising 


In spite of the fact that the news- 
papers, and pub- 
lications exercise great care to obtain 
and publish correct facts 
ments upon them, the “Beg Your 
Pardon” department, in which correc- 


magazines other 


and com- 


tions of errors appear, is usually well 
filled, 

Similarly, every consumer has had 
with 
misstated or 


experience salesmen who have 
their 
products, and even with doctors and 
men who have 
made incorrect diagnoses or errors in 
treatment. And the politicians, some 
of whom take great delight in lam- 
basting advertising and advocating a 
greater degree of legal restraint and 
regulation, are notoriously wrong in 
their prescriptions of panaceas for 
economic and social ills. 
Advertisers, who are familiar with 


overemphasized 


other’ professional 


all of these facts, often are unpleas- 
antly surprised at the emphasis laid 
upon 


minor elements of error which 


have crept into their messages, in 
spite of the much greater time and 


care given to the preparation of ad 
vertising, as a rule, than of editorial 
material. Why, they rise to inquire, 
should not the public make the same 
allowances for advertising which are 
usually extended to deviations from 
exact truth appearing in news stories, 
magazine political 
and other material of the same gen- 


articles, speeches 
eral character. 

There are two reasons for the dif- 
ference in One the 


attitude. is that 


pocketbook nerve is immediately af- 
fected by advertising, which includes 
an invitation to buy, and the other is 
that the advertiser, having mastered 
the technique of gaining maximum 
attention, must pay the penalty when 
the he delivers is regarded 
as representing less than the truth. 
It is true that 
is frequently the victim of bad tim- 
ing, 


message 


also the advertiser 
due to circumstances beyond his 
control. News developments, includ- 
ing occasionally misinterpretations or 
misstatements of fact, may serve to 
offset or destroy the value of his ad- 
vertising, a familiar fact which con- 
stantly emphasizes the independence 
of the 
partments 
may 


editorial and 
of 


destroy 


advertising de- 
publications. Editors 
over-night advertising 
their sales departments have 
been working to develop, but in the 
long run the 


Which 
maintenance of their 
independence justifies itself from the 
standpoint of the advertiser as well 
as the publisher. 

Advertisers are vulnerable because 
they demand and receive special at- 


tention for what 


they have to say. 
That is why they must be doubly 
careful that their copy not only be 


capable of defense, but beyond criti- 
the 
good taste and business ethics. 


cism from fact, 
The 


business which sees fit to address the 


standpoint of 


public assumes 


that 
beyond 


an inescapable re- 


sponsibility its message be 


as 


nearly reasonable criticism 


as human ability can make it. 


Promotion As a Fine Art 


Advertising promotion is better to- 
day than it Most of 
it is not only good from the stand- 
point of the factual material upon 
which it is based, but also as to the 
manner of its presentation. It is not 
infrequently written in such excel- 
lent style as to set the pace for all of 
the the business 
which it is intended to promote. 

Because 
marily to 


has ever been. 


sales activities of 


promotion endeavors pri- 
which 


advertiser, 


market 
the 
upon to create a concept 
not 
must 


present a 


can be visualized 
it is called 
which 


Hence it 


by 


may have existed before. 
be not only accurate, 
not only clever, but also so soundly 
conceived that the 


accept it 


experience of 


those who will not be un- 


favorable. 
the greatest 


recent years have been 
narily 
becau a the 


tion lacked 


promotion successes —not 


medium, without promo 


value but 


ha 
advertising |. 


|} advertising 


ber use tsi ¢ 


service had not 


terms 


been reduced to its 
and then presented 
in interesting and effective style to 
That 
is the task of the promotion man. 
The 
the 


simplest 
the advertiser and his agency. 
director of promotion sits at 
where all the activi- 
He 


about 
the details of its operations than any- 


cross-roads, 


ties of the medium converge. 


knows or should know more 
one else except the head of the busi- 
coordi- 
nator of facts who will give so much 
of the the publication 


to its promotion that it will be known 


He is or should be a 


ness. 
character of 
to the outside world even better than 


to the 
tion. 


members of its own organiza- 


Successful practitioners of the fine 
rt called advertising 
the which 


They will be a factor 


promotion are 
getting today recognition 
they deserve. 
of growing importance and value to 
and advertisers as 
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—Reprinted by special permission of The Saturday Evening Post. 
"Little Lulu” 


Views from 


the Outside 


Relations 

(As viewed in Printing News) 

Speaking of “Trends in Employer- 
Employe Relations,” before the Na- 
tional Paper Trade Association this 
week, Ardway Tead, editor, and 
recognized authority on this phase of 
industrial management, suggested the 
formulation of an intelligent plan for 
handling personnel problems, and, if 
possible, the appointment of one 
executive in each business specifically 
charged with carrying out the man- 
agement’s plan. 


that it is important today for employ- 


such matters as these: the establish- 
ment of a sense of security among 
employees; an intelligent compensa- 
tion policy calculated to assure the 
employee that he is being fairly 
treated; and a policy of group action 
for the consideration of group prob- 
lems and group bargaining. 


Variety Mad 


Radio 


is viewed in Review of 


the Women’s National Radio Com- 
mittee.) 

In a vain effort to be “all things 
to all people” and to concoct radio 
programs designed “for old and 
young, for grown-ups and the kid- 
dies” and to be “high brow and 
popular” all in one hour or half 


hour, sponsors and producers of ra- 
dio this 


programs vear have gone 
variety mad, 
One program at a time can be 


tuned in. If there are three or four 
variety programs on the air on the 
same hour, each gets a third or a 
fourth of the variety audience, and 


Prospect’s Side 


Ww. 2. 


sales 


ad- 
man- 
Co . 


Ver- 


(As viewed by Cordes. 


and 
American 


vertising promotion 
Steel & Wire 
Farm Ranch 


Guide.) 


ager, 
Chicago, in and 


chandiser's 


It is apparent to even the most 
casual that the majority 
of people have altered their buying 
habits. Many factors have contrib- 
uted to this change—new roads, ex- 
pansion of retail facilities, curtailed 


observer 


budgets, and a determination § to 
achieve the utmost value for every 
dollar expended. 

A new method in buying has 


|} gained a firm foothold in every mar- 


Among other things, he pointed out | 


| ket place throughout the nation, di- 
rectly or indirectly affecting every 
merchant and every business organ- 
ization. 

To deal successfully with 
trend requires an equally 
method on the seller’s part. It ne- 
cessitates a revision of selling 
plans, and demands that goods be 
sold on the prospect’s side of the 
fence. It requires development of 
new advertising and merchandising 
plans—better display—and a_ thor- 
ough understanding of the problem. 
| ne 


Truth 


(As. viewed by Dr. Harrison E., 
Howe, editor, in Industrial and Chem- 
ical Engineering.) 

The exploitation of the 
interest of ballyhoo is a 
source of continual irritation to thou- 
sands of customers. 

The industries 


this 
new 


ers to give serious consideration to | 


science in 
business 


that will be af- 
fected .most by improved laws seem 
to be actually inviting someone to 
take charge of the situation, and the 
facts which offer 
ascertain continue’ to 
ignored in many Cases. 

We frankly are_ skeptical 
there is any cosmetic preparation, 
admitting that we have tried none 
of them, which would make our skin 


science has to or 


could be 


that 


‘grow young, ‘revitalize withered 
cells,’ ‘restore youth to the com- 
plexion, and do those other things 
that are so much desired in some 
quarters. Is it not strange how so 
many can be talked into believing 


the impossible? 


It appears to be clearly a case 
where, if people will not protect 
themselves from exploitation the 


authorities must do the job for them. 


no matter how large that audience | UMtil we have laws which enable the 
mav be. it is not as large as each |@Uthorities to enforce reasonable re- 
sponsor imagines. It seems poor |@irements and truth in advertising, 
business to have a half dozen va-|the situation will not be bettered. 
riety hours competing on the air | 

waves on the same night. 


‘Business Goal 

. pics The 
Now 

nearly 


viewed in Progressive 
that the depression seems 
over, economists are begin- 
ning to compute what it cost. 

The immensity of the figures 
makes it hard for us to grasp them. 
But because they are so enormous, 
we should all welcome any meas- 
ures which promise to mitigate the 
next depression. One way of mak- 
ing the next depression less severe 
is by cutting down the boom which 
precedes depressions. 
| The present business level, how- 
ever, is not satisfactory, in that 
9,000,000 men are still without jobs, 


4 


A. F. of L. estimates show. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from compa- 
nies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1126. “Bet You a Drink You 

Don’t Dare Do This!” 

Ladies’ Home Journal took the 
dare. This folder tells about a spe- 
cial letter sent to 500 of the maga- 
zines long-term subscribers, calling 
attention to its refund offer on sub- 
scription cancellations. Excerpts from 
subscribers’ replies are quoted, in- 
cluding the one out of the 500 who 
asked for a cancellation and refund. 


No. 1127. The Family Circle Market. 

Retail sales figures from the 1935 
U. S. Census of American Business 
have been used in this new circula- 
tion map which charts sales activity 
by counties and indicates coverage of 
the territory by The Family Circle 
Magazine. 


No. 1128. Slim Black. 


Continental Type Founders Asso- 
ciation offers this folder on Slim 
Black, a type face recently issued. 


No. 1129. We Stayed on the Air— 
and on the Street. 


Flood history is told, and the parts 
taken by WHAS, The Courier Jour- 
nal and The Louisville Times during 
the catastrophe are described in this 
illustrated brochure published by 
these organizations. 


No. 1130. Wisconsin Outdoor Adver- 
tising Data. 

Outdoor Advertising Association of 
Wisconsin has issued this folder con- 
taining information on _ outdoor 
poster rates covering all cities and 
towns in Wisconsin, and a traffic flow 
map of the state. 


No. 1131. 117 NBC Stations. 
This brochure issued by National 
Broadcasting Company covers infor- 
mation about the 30 stations added 
by the network since January 1, 
1936, and discusses improvements 
made by NBC stations in power, 
transmitters and antennae. 


Now 


No. 1107. 

This brochure, issued jointly by 
National Home Monthly, Canadian 
Hiome Journal, Chatelaine, Maclean’s 
Magazine and Canadian Magazine, 
gives a comprehensive picture of 
Canadian markets. It marks the first 
co-operative presentation of their 
market by Canadian magazine pub- 
lishers. 


Dynamic Buying Power. 


No. 1085. The Agricultural Outlook. 

Figures on farm income, prices, 
implement sales and farm electrifica- 
tion progress are some of the farm- 
business high spots of this folder 
issued by Midwest Farm Paper Unit, 
Inc. 


No. 1092. Business 
Over 19338. 


Household Magazine has issued this 
breakdown on the percentage of in- 
crease, 1935 over 1933, in retail sales 
by leading commodity groups. Fig: 
ures are arranged to show a com- 
parison between metropolitan and 
small town states. 


Increase, 1935 


No. 1090. The 1937 
Market Data Book. 


This circulation analysis issued by 
Metropolitan Sunday Newspapers 
makes markets the basis for consid- 
eration, establishes the relative sales 
importance of different sections of 
the national market, and applies cir- 
culation to these markets of varying 
importance. 


Circulation and 


No. 1122. Regional Trade Barometers 

This booklet, issued by McCann- 
Erickson, Inc., outlines a plan to 
guide manufacturers and distributors 
in fitting advertising and selling ac- 
tivities to local conditions. 
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ADVERTISING AGE 


EPAIR 


HE bigwigs predict a build- 
"Tig boom in 1937. As tar 
as farm buildings are con- 
cerned, such predictions require 
no courage, because the boom is already here. 
Reports from all parts of the farm wealth 
belt bear this out. In Ohio, with improved 
farm incomes, farmers in 1936 spent more 
for farm equipment and home convenl- 
ences than in any year since 1929. Of the 
$300,000,000 farm income in Ohio, two- 
thirds went for water systems, bath rooms, 
new roofs, electric wiring, paint and other 
things modernize their homes 
and farm buildings. 

Ohio farmers used more paint last year 
than they have at any ume in seven years; 
customers for electric service increased over 
9,000 last year, and 1,200 more signed up for 
REA power. 

The Farm Journal correspondent in North 
Carolina says: “Farmers will continue to do 
a substantial amount of building, about 
like 1936, without any great increase; how- 
ever, there was a decided jump in all kinds 
of building activity on farms of North Caro- 
lina in 1936 over 1935. 

“Noted especially was the increase in 

ee hog houses, 
REMODEL fo...) 

houses and 
remo d- 
cled barns and dairy milk houses 
and barns. More pasture fences 
were built and there was much 
acuvity 1n and re- 
modeling farm buildings such as homes and 
outhouses. 


needed to 


mpro\ ny 


“The past two years have seen our farm- 
ers well on towards paying back taxes and 
interest on loans and mortgages. Now that 
much of this been 
safely handled, we expect to see continued 
renovation and new about 


the same level as for 1936.” 


necessary expense has 


construcuon at 


An accurate record of what was done in 
Florida last year 1s provided by Miss Mary 
FE. Keown, state home demonstration age nt. 
She has reports from 36 home demonstra- 
tion agents in the 
1936 there were 
bought or made 


state Which show that in 
1,791 farm 
practical, labor-saving home 
equipment; 956 homes were remodeled; 125 
sewage disposal plants were installed; 158 


families who 


FARM 


JOURNAL °* 


March 1937 


Because farmers are handy with tools, labor 


il 


for farm improvements is a small item 


water systems were installed; 224 lighting 
systems were purchased; 333 sanitary toilets 
were built: 465 homes were painted; 2,003 
girls and women repaired, remodeled and 
refinished walls, woodwork and furniture. 
Indications point to the building of an 
unusually large number of tobacco barns 
in the bright tobacco belt of Northern Flor- 
ida and Southern Georgia. In Hamilton 
county, Florida, at least 150 new barns will 
be built. Range cattlemen in Florida are 
building hundreds of miles of fence to con- 
fine their cattle. 
Let’s look at Illinois. “An enormous in- 
crease in farm building is expected this 
year,” says 
REBUILD W. A. Fos- 
ter, of the 
division of 
rural architecture, University of 
Illinois. “Farmers for several 
years erected new buildings or 
repaired old ones only when 
the need was urgent. Now they are showing 
much interest in the erection of new build- 
ings of all kinds and in the repair and mod- 
ernization of existing structures. From pres- 
ent indications I look for more farm build- 
ing in 1937 than was carried on during the 
five years preceding.” 
How about New England? 
and repairing, for New 


Downeasters 
are always patching 
England winters are hard on those who 
neglect leaking roots or cracked clapboards. 
The Farm Journal correspondent 1n Maine 
Says: 

“In Aroostook county the greatly increased 
and agricultural conservation 
than $150,000 


potato income 
payments of probably more 
will result in some building, which is likely 
to center around improvements such as 
painting, re roofing, modernization, and the 
like. No one predicts much new construc- 
tion.” 

more build- 
ing than us- 
ual in 1937. 
There 
a decid d 
pick-up in 1936. New roots, re- 


Farmers in Oregon will do 


REPAINT 


Was 


modeling, painung, and ftre- 
quently new houses or barns 
could be seen along any road. 


Farm building activities in 1936 were about 
double those of 1935 according to reports 
received from county agents and business 


sources 


1,300,000 farm fg Product — 


- where r 


Milies . _. 


e th 7 
registers e€ editori 


al content 


Late in January the Farm Journal corre- 
spondent counted 26 farm building acuvities 
in traveling 56 miles through the Willam- 
ette Valley. This is in a district where the 
farms average about 150 acres in size. There 
were five new houses either just completed 
or just starting, two new barns, three house 
remodeling jobs, three new poultry plants. 

In 1936 the FHA in California financed 
9,116 farm modernization loans of the sea- 
sonal type amounting to $4,049,539. C. A. 
West, assistant director of FHA in Northern 
California says: “There has been a strong 
upturn in building throughout California of 
late: 1936 was the best building year expert- 
enced in California in the past five years. 
Although no survey has been made, it has 
been my observation that a large part of 
this building was on farms. From all indi- 
cations it appears that both new building 
and modernization of old buildings in 1937 
will exceed that of 1936.” 

That Kentucky farmers are using their 
increased income for buildings and equip- 
ment is shown by the fact that in 1936 the 
department of agricultural engineering al 

the state col- 

: : REROOF lege of agri- 

1) a culture had 

> a > requests 
from farmers for 64 per cent 
more building plans than 
were received in 1935. 

It is not guessing to say 
that the widespread pick-up in farm build 
ing will carry on through 1937. Why? Be- 
cause of the lag in building during the 1930- 
1935 period, and because the 1937 farm 1n- 
come is expected to be a billion dollars 
higher than in 1936. 


On top of that, farmers are in a favored 


position as to labor. Relatively few of the 
farm repair and rebuilding jobs call for high 
priced labor. So many building materials are 
lable ul be used by hand 
available that can be used by a man andy 
with saw, square and hammer. 
It’s no trick at all to turn an attic into 


a playroom or bedrooms by use of plywood 


or insulating board; to reroof house or barn; 
to pul 


concrete floors and metal stanchions 1n dairy 


to put new rain spouts on the house; 


barn. Even a water system or heating plant 
need not discourage the handy man who 
makes use of the directions supplied by 
manufacturers and others who are interested 
in seeing farm homes have modern con. 
venicnces. 


where buying is going on 
tage eading habits are mould- 
J Suying ideas—in Farm Journal 

nal. 


FARM JOURNAL, 


Fastest Growing Magazine 
in the Nationa] Farm Field 


RE en oe 
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Network Gross 
for February 
Is $5,762,187 


New York, March 10 
of the National 
Columbia 
Mutual Broadcasting 
$5,762,187 for 
ported today. 

Total NBC revenue 
with the Red network responsible 
for $2,273,973 and the Blue network 
$1,021,809. The month, the 


Revenues 
Broadcasting Co., 
and 
totaled 
was re 


Broadcasting System 


System 
February, it 


was $3,295,782, 


vielding 


largest February in NBC history, 
was 21.4 per cent ahead of the cor- 
responding period a year’ ago. 


Cumulative NBC billings for the 


has been increased 25 per cent. The} 
new schedule’ includes imerican 
Vachinist, Cenadian Machinery, Iron | 
Age, Machinery, Machine Shop, Mill | 
j}and Factory, Mill Supplies, Purchas- | 
ling Steel, Tool Engineer and West- | 
ern Machine & Steel World, 


first two months of 1937 totaled $6.,- 
837,781, which is 26.7 per cent ahead 
of that network’s revenue for Janu- 
ary-February, 1936. 
Columbia Up 18.6% 

Columbia’s total February reve- 
nue of $2,264,317 is an increase of | 
18.6 per cent over February, 1936, 
total. The two-month income of the 
vear to date for CBS is $4,642,937, 
a 21.9 per cent gain over the corre- 


sponding period in 1936. 
Mutual Broadcasting System’s to- 
tal volume for 


February, 1937, is| 


$202,088, the largest advertiser be- 


STREAMLINED MESSAGE UNFURLED FOR 


STREAMLINER 


ing Father Coughlin who paid $18,- 

. . . | 
999 for four broadcasts during that | 
month. The Wander Co., Chicago, | 


paid $18,105 for 20 broadcasts for | ¢ 
Ovaltine. } 

Other big MBS advertisers in 
February were General Mills, Min-| |@ 
neapolis, which used $18 708 worth | g 
of time, and Health Products, New-| |i 
ark, N. J., which spent $11,449 for 4 
four broadcasts. % 


Budget G — 


Advertising of Brown & Sharpe 
Manufacturing Co., Providence, R.1., | 


Wagner Readies Copy 

Kk. R. Wagner Manufacturing vey 
Milwaukee, will promote its enlarged 
line of carpet sweepers in newspa- 
pers, including rotogravure, in a cam- | é: 
paign starting in April. Klau-Van| 
Pietersom-Dunlap Associates, Inc., is | 
in charge. 


ae ® * 


Palmer Associates Starts 

John M. Palmer and 10 members | ; 
of the Palmer Advertising Service | establish a 
Division of the United States Print- | Associates, 
ing and Lithograph Co. have resigned | York. 


new company, 


The 1936 Summary of Air Conditioni 
released by the Marketing and Resef 


Whether it’s summer or year ‘round 
ditioning, the story is the same. 
conditioning have accelerated the sa 


they established during 1934 and 1935. 


no stopping them now. They 
are headed for a future that 
and 


no one can estimate... 


sons. 


Htir 


Summary will be\én! 


Copies ‘ol the 


y Ya 


te 


De 


pst to these men. 


Me 


this important event. 
Air Conditioning 


to interested per- 


Write on your business letterhead. 


EAT and 


CONDITIONING will be of special in- 


It will eatty a semper 


rates on this issue which car- 


onditioning 


Palmer 
with headquarters in New 


| being 
| bilities 
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Write now for closing date, 


| ton 


ithroughout its 


| Newspapers 
| Many 
ries this important report. | 


The Burlington 
Imprisons Its 
Zephyr on Sign 


Chicago, March 11. 
Zephyr today is 
motorists on Michigan ave. as it | 
threatens to burst the confines of | 
a new electric sign just north of | 


A Burlington | 
giving pause to 


the bridge and test its speed on the | 
boulevards. The new sign was dedi- 
cated Monday night by a _ distin- 
guished audience which included Al 

bert Cotsworth, Jr., traf- 

fic manager of the Burlington; | 
Ralph W. Jennings, advertising | 
manager, and executives of Reincke- | 
Ellis-Younggreen & Finn, the agency, 
and of General Outdoor Advertising 


passenger 


Company. 

Mr. Cotsworth pressed a_ button 
on the stone railing of the bridge | 
approach which started the illumi- } 


nating mechanism of the 
into action. 

With lifelike fidelity, the Zephyr 
is shown as it appears at night, with 
cab, train windows and Burlington | 
trade-mark illuminated. An_ addi- | 
tional touch of is added by 
the headlight. 

A flasher 


Zephyr 


realism 


system is utilized so 


that the display is alternately light- 
ed by reflector lights at the base 
of the display and the inside illu- 


mination of the train itself. 

An interesting feature of the sign 
is the paint job developed through 
a series of experiments, giving the 
reproduction of the noted Burling: | 
streamliner the authentic gleam 
of stainless steel, the material from | 
which all Burlington Zephyrs 
constructed. 

Public reaction to the display is 
carefully noted, with proba- 

pointing to construction of 

signs at points | 


territory 


are | 


similar strategic 


. 
Plan Oregon Campaign 
“Drive Oregon Highways,” a 26-| 
page booklet with four-color cover, | 
will be advertised in an extensive list 
of magazines by the state highway 
commission's travel department. 
and radio stations in 
sections of the country will | 


also be scheduled. 


Sheridan on Own 


Mahlon B Sheridan, formerly 
Chairman of the Sales Promotion Di- 
Vision of the National Retail Dry 
Goods Association, and formerly as- 
sociated with several Cincinnati de- 
partment stores, has opened an ad- 
vertising agency in the Fourth Na- 
tonal Bank Bldg., Cincinnati 


; | 
Barclay Opens Drive | 


Jas. Barclay & Co., Ltd., Canadian | 
and American distiller, has launched | 
an intensive campaign in Ojnio,| 
Maine, Wyoming, Idaho, Montana | 


and Florida, using newsnapers as the | 
principal medium. Maxon, Ine., De- | 
troit, has been reappointed to handle | 
the account 


| Contest « y 


“Announcers” 


Twelve business tirms of Joplin, 
Mo., have launched a contest entitled, 
“IT Wanta Be an Announcer,” over 
WMBH, Joplin. Two spot announce- 
ments for each advertiser are read 
| by the amateurs, on each program of 
a 13-week series. Tongue-Twisters 
are inserted in copy. 


Two Join Esty 


Everett H. Travis has joined the 
marketing department and Laurence 
A. Rockelein, formerly of Young & 
Rubicam, has joined the copy staff 
of William Esty & Co., New York. 


Sponsor 


Starts New Division 

E. Brogle & Co., New York print- 
ers, have established a direct adver- 
tising service department under 


| Richard Messner. 


14,000 
INQUIRIES 
FROM ONE 
MAJOR 

COLLEGE 
CAMPUS! 


copy for Philip 
Morris Cigarettes in one 
Major College newspaper, pulled 
over 14,000 entries during Octo- 
ber and November, 1936. Sales 
jumped. This is one example of 
how an advertiser can cash in on 
the CONCENTRATED Maojor Col- 
lege market. Fora scientific analy- 
sis of buying power in 23 Major 
Colleges, write for a comprehen- 
sive survey, ‘7 Keys to an 80-Mil- 

lion-Dollar Market.” 
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5 important reasons why 
Che Boston Post is New England's 
Outstanding HOME Newspaper 


1—Many thousands more men and women read it every day than any other 
New England newspaper. 


2—It is practically all HOME-DELIVERED—with very few street sales. 


3—It is delivered to the homes of more than a THIRD-OF-A-MILLION 
FAMILIES just before the day’s buying plans are made. 


4—For 106 years a welcome and dependable index to current events. 


§—Tuned editorially to the reading habits of New England’s families— 
holding exclusive Boston newspaper rights to publish the ever-popular 
human interest photographs of the DIONNE QUINTUPLETS. 


The Boston Post is the only Boston newspaper to publish since 


their birth the complete sequence of feature pictures of the 
world’s most famous babies—a feature of intense interest to 


over a THIRD-OF-A-MILLION families who watch for it 
regularly in their FAVORITE newspaper. 


Net paid daily average By far the largest dauy 
circulation for 6 months circulation of any news- 
ending Septembe: 30th, paper in New England. 
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Voice of 


This depatr 


Judge's “Judgment” on 
Advertising Given 


To the Editor: When you finish 
finding out what the colleges think 


about advertising, start on the courts. 
Having fallen for a health gymna- 
sium “courtesy treatment” racket, I 
let the matter be taken into court. 
The judge, learning that I was an 
advertising writer, remarked while 
considering the “You are en- 
gaged in duping the public; so you 
shouldn’t take it too hard at being 
duped yourself once in a while.” 
So there you are—just a couple of 
“crooks” fighting it out! 
EpwArp H. PEARSON, 
Searsdale, N. Y. 
a 
Cynics Get in Mr. 
Keightley’s Hair 


To the Editor: 


case: 


Maybe it was only 
my leg that was being pulled the 
other day when I ran into one of 
those cynics on advertising who talk 
something like this: “Advertising is 
saying things that are not true in 
an effort to sell goods to people who 
don’t want them.” 

There are enough people 
around suggesting that advertising 
is an economic waste to make it 
worth while once in a while to dust 
them off and set them up properly 
on this subject. 

In this particular case I did so— 
without any apologies. I told this 
chap that the great majority of busi- 
nesses with which I was familiar are 
delivering goods the 
public that are material 
benefit to that when it has 
acquired them. 

Maybe we shall always have the 
critics and the cynics of advertising 
with us, but they do certainly get 
in one’s hair at times. I haven’t yet 
heard one of them make a practical 
suggestion of some other way than 
advertising to bring back prosperity 
by accelerating the flow of goods and 
services. 

Until one of them does so, I shall 
continue to believe that advertising 
one of the most potent in 
the right hand of business today and 
that intel- 
ligently and aggressively, prosperity 
will come back to North America, 
that people will go back to work, that 


running 


or services 
of distinct 
public 


to 


is forces 


insofar as business uses it 


wages and living standards will be 
increased, and the sum total of 
human satisfaction increased. 
Now I feel better! 
B. W. KEIGHTLEY 


Advertising 
Industries, 


Manager, 
Limited 
Montreal, Que. 


Canadian 


* 


Business Booms and 


A. A. Modestly Blushes 


To the Editor: Just two issues 
have convinced us that you publish 
one of the most valuable advertising 


papers obtainable at any price. Note 


one criticism LDVERTISENE AG 
should be a “daily.’ 

Believe it or not, since your news 
paper introduced itself to this office, 
business has taken such an upward 


trend that we have been forced to} 


move into larger quarters 
dently, will you pass this on to the 
circulation manager so that he might 
note our new address?) 

Roperr S$ 


Writers Agency 


DANVERS 


Denver. Colo ro the Editor: Here is a thought 
for all advertising men who believe 
- 7 in the kind of advertising which 
’ oe) e a 
Here's a ‘First brings credit to our business. Why 
To the Editor: I receive promo-|NOt praise good advertising by tell 
tional matter addressed to me at my| ing advertisers that we approve ot 
business address, and not wanting|their policies? 

you to use so much postage and let-| It is my belief that if we, whoss 
terheads, etc., I ask you to remove | livelihood depends upon the opinion 
my business address from your mail- | of the publie in our work, would con- 
ing list | duct a campaign of commendation 
I am really one of your first sub-| instead of condemnation we could go 

scribers. I think I received Copy|far in setting our house in orde1 
No. 1 and subscribed by air mail,} I believe if Abverristnc Ace would 
and have never missed receiving a|encourage and print letters of the 
copy. | kind I am enclosing (which I hope 
O. S. Bruck, }you will print) you would be doing 
President, Bruck-Sales, Inc., la real job in the interest of better 

Dallas. Tex advertising: 
' ‘i / i 


(Ineci- 


is a reader’s forum Letters 


tment 


the Advertiser 


are 


BRITISH GO FOR BEER IN CANS 


welcome 


a suN 3 
EBRIGHT & 


PALE “fi 


he 


Castie Ale 


ih. 
LR TENNENT 


4e SEs 


a 


John Bull Takes 
To Beer in Cans 


To the Editor: I think you will 
be interested to know that John Bull 
has learned to drink beer from cans. 
The learning process must have been 
easy, for 20 brands of beer 
now being canned, and it was intro- 
duced less than eight months ago. 

At the start four breweries were 
trying out, more or less without con- 
viction, what was then a “new- 
fangled” idea. How in such a short 
time it became such an important 
factor is a repetition of its marketing 
this country 
amazement to 
gard modern improvements with un- 
faltering hostility. 


over are 


success 


and a mat- 
who re 


In 


those 


ter of 


In many promotional 
behalf of beer in cans have 
been similar to those in this country. 


respet t 


efforts in 


| Richmond, Virginia. 


| 


| 
} 
| 


Introduced eight months ago, this is a partial representation of beer and ale | 
now being sold in cans in England. 


To the United States Tobacco Co., 

“T just want to register my opinion 
of the advertising used on your Dills 
and Model Monday night program. | 

“Tl am an advertising man recover- | 
ing long illness which has 
confined me to my home. I have lis- 
tened to hundreds of day and night 


programs, giving special attention to 


from a 


the so-called commercials or adver- 
tising. 
“IT have listened every Monday 


night to your Pick and Pat program, 
expecting hear statement 
about the product in tune with many 


to some 


commercial announcements which 
either knock competitors, proclaim 
perfection, or are unfair, silly and 
unbelievable and which do untold 
harm to all advertising. 

“Whoever is responsible for your | 
| fair, constructive, pleasing and I sin- 
cerely believe friend-making and 
|sales-making advertising is to be 


One distinctive feature of canned 
beer in England is that two sizes of 
}cans are sold—a 12 ounce can like 
| that sold here, and a smaller 10 | 
ounce can 

Canned beer in England is sold 


| 

| 
| extensively 
} It is 
| 


bars 


in wine and spirit shops 
sold in quantity 
after-hour consumption 
in the present 
slightly higher priced than bot- 
but when 
installation 


also 
for 


Beer 


some at 


cals 18, at 
| time 
| tl beer; consumption 
ofr 


breweries, 


he 
equipment in 
| prices can be reduced; and it is rea 


Warrants t more 
| 
high-speed 


sonable to assume that it 


the same relative success in England 


that it has 


here in America 
| 
H. A. Goopwitn, 
Advertising Manager, Continental 
| Can Co., Ine 
New York, N. Y 
| yvgvwpy 


Give Credit Where 


Credit Is Found Due | 


will achieve 


| 
| 


| 
highly commended.” | 
Leon P. Duten, 

Winthrop, Mass | 

vey 

} 


Crop Insurance Should 
Stand On Its Own Feet| 


To the Editor: 
to crop insurance 
cannot 


My only objection 
is a that it 
worked 


fear 
be practically out. | 


For example, crop insurance certainly | 


should not put a premium on ineffi 
ciency. How can any plan _ protect 
against a farmer with bad methods 


Without penalizing the good farmers? 

Also, here in the Northeast 
have felt that many of the New Deal 
agricultural plans at the ex 
of Northeastern farmers. We 
received very little if any help 
from any of these schemes while pay 
ing more than our share, 

Any crop insurance plan, therefore, 
should stand squarely on its own feet, 
should be entirely voluntary, should 
not depend upon government subsidy 
except little with 
should 
the 


we 


were 
pense 


have 


possibly a which 
paid 


that 


get 
for by 


to started, and be 
the and 
receive the benefits. 

E. R. EASTMAN, 


Ieditor, 


man section 


President and 


Lori 


American 
ulfurist, 

Ithaca, N. Y 
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Suggests Advertising 
Takes New Look Within 


To the Editor: The 
made by professors of 
sity to the 
“racket” 
anybody, 


statement 
the Univer- 
effect that 
should not 
of all the 


ot 


Wisconsin 
wudvertising is a 
surprise least 


advertising community. 


When you come across advertising 
agencies who make the statement 
that knowledge of the product to be 
advertised is not necessary, that all 
you need is the gift of “gab,’ you 
automatically indict yourself and the 
result must be the appellation ‘“ad- 
vertising is a racket.” 

I have found advertising firms that 
have been able to sell a bill of goods, 
especially on medicinal products, hav- 
ing no knowledge whatever of medi- 
cine and I know that under no cir- 
cumstances would these very people 
purchase the merchandise which they 
were advertising. 

Of course, this statement must be 
applied only to those firms that state 
that to advertise, you need not have 
a deep knowledge of the product. 

JOSEPH B. MARIANI, 

Banfi Products Corporation, 

New York, N. Y. 
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“Bunk” Is in All 


Human Relationship 

To the Editor: The college pro- 
fessors are obviously right in saying 
that there is much bunk in adver- 


tising. But so is there in personal 
selling, in the practice of law, in 
politics, in religious work,—Jin all 
human relationships. 


Thank God for the _ reforming 
thoughts of youth! But it took me 
many years to comprehend that the 
troubles of the world are due to the 
limitations of human beings. It must 
be that it is the realization of that, 
through experience, that creates the 
tolerance of great characters in their 
old age. 

We wouldn’t need advertising and 
selling if we should have only one 
manufacturer, the government, for 
each product. But I, for one, do not 
feel competent to say that people 
would be sure to be better off by do- 
ing away with competitive business 
for profit. 

I have no fault to find with the 
statement of the Chicago University 
professor you published that he 
treats advertising and selling “as 
processes of interaction, in which the 
psychological techniques and reac- 
tions are handled disinterestedly and 


objectively” and ‘only secondarily 


attempts to suggest the social evalua- 
tion of the process.” I had a similar 
feeling myself one time, during pro- 
hibition. 
W. A. MARTIN, 
Advertising Manager, Munsing- 
wear, Inc., 
Minneapolis, Minn. 
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List of Good Books Will 


Counteract “Attackers” 

To the Editor: Naturally all of 
us advertising men read ADVERTISING 
AGE, and I have been particularly in- 
terested in your two recent editori- 
als, “Advertising and the Colleges” 
and “The Colleges and Advertising.” 

There is no question but that your 
idea of educating the college pro- 
fe§sors away from such books as 
“Your Money’s Worth” and “A Hun- 
dred Million Guinea Pigs” is a job 
that has to be done. 

Only this week I have had an ex- 
perience with my own son and I have 
given him these two editorials and 
the story of your advertising con- 
test to bring to his economics pro- 
fessor who has been spreading ideas 
which, no doubt, he got from the 
books you mention. 

I think there is one step you can 
take in this work, and that is to 
give a list of books which should 
be on the required reading list in the 
different schools, and I know you will 
get considerable help from your read- 
ers in seeing that those books are 
placed in colleges. 

Your essay contest is one of the 
best ways to make the high school 
and college students want to know 
“How Advertising Benefits the Con- 
sumer,” and the students should 
have books available to help them 
in preparing their material. 

SYLVESTER BLISH, 
The John Budd Co., 
New York, N. Y. 


dhe ADVERTISER'S DIGEST 


New pocket-fitting publication offers condensed cream 
of current advertising, sales and marketing magazines. 
Articles selected, shortened, edited specifically for busy 
men; cover wide range of interests centering in advertis- 
ing, sales and merchandising. Saves hours; helpful in 
cases of falling inspiration, flat sales curves, dealer dis- 
tress, advertising stagnancy. 

Special introductory subscription offer during February, 
$2.00; regular rate, $3.00. Address Erving, Buskirk & 
Ericksen, Publishers, Russ Building, San Francisco. 


ance center of the West. 


join hands. 


the Golden State. 


Radio offers you. 


off. Let us tell you more. 


KYA CANT PRANCICSYD 

»» NAN PFRAAINUIDO\ ) 
Te ROY CS 
Os ANGELI 


WINS NEW YORK 


The San Francisco-Oakland Bay area is the hub of a 
vast immediate trade territory as large as the New Eng- 
land group of States. 


The San Francisco-Oakland Bay area ranks second in 
water borne commerce of all ports in the U. S., seventh as 
a manufacturing center, and is the financial and insur- 


The San Francisco-Oakiand Bay area is where the 
median lines of population, industry, trade and finance 


KYA—The Hearst Station in San Francisco is a key sta- 
tion of the California Radio System, which covers ALL of 


This is just another of the ten major markets Hearst 
When you do business with Hearst 
Radio, one organization handles your whole job from the 
time you place your order until the final program signs 


HEARST RADIO 


New York @ Chicago @® Dallas @ Los Angeles 
San Francisco 


REPRESENTING 
WBAL. BALTIMORE WCAE PITTSBURGH 
KTSA SAN ANTONIO KOMA OKLAHOMA CITY 


The New York State Broadcasting System 
The California Radio System 
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TOILET GOODS 


GROUP SURVEYS 
VITAMIN CLAIMS 


| over the California Radio System. 


New York, March 10.—Evidence | 
of increasing interest on the part of 
cosmetic advertisers to feature vita- | 
min content in their products this | 
week led the board of sfandards of | 
the Toilet Goods Association, Inc., | 
New York, to undertake a survey to 
determine specific facts regarding 
the uses and possibilities. in cosmet- 


ics of Vitamin D, Vitamin F, hor- 
mones and ultra-violet irradiation. 

Among the advertised cosmetics 
now featuring vitamin benefits are 
Hinds Honey and Almond Cream 
hand lotion with Vitamin D; Wood- 
bury’s “Sunshine Soap”; Vita-Ray 


Creams; and Louise Rivers vitamin 
cosmetics with emphasis on “Ange! 
Skin.” 

Although cosmetic advertisers are 
reticent to discuss the methods em- 
ployed in introducing the elusive, 
health-giving units, technicians de- 
clare that practically all use a 
“vitamin concentrate” which is in- 
corporated directly into the making 
of the product. The only other 
methed generally known is that} 
owned by the Wisconsin Alumni 
Research Foundation, which  li- 
censes its irradiation process under 
the Steenbock patents. 


Limited to Food, Medicine 


At the present time only food and 
medicinal products are permitted to 
use the Steenbock process. The fol- | 


lowing advertised brands are now 
utilizing this technique: 
Evaporated milks—Borden’s, Car- 
nation, Indiana, Nestles, Pet; dry 
milk products—Dryco, Klim; Vita- 
min D foods—Quaker Farina, Muf- 
fets and Rolled Oats, Cocomalt, 
Bond Bread; Fleischmann’s Dried 


and Foil Yeast; medicinals—Abbott 
A BD Malt, Haliver Malt, Haliver 
Oil with Viosterol; Mead Johnson 
Halibut Liver Oil with Viosterol; 
Parke Davis Haliver Oil with Vio- 
sterol, Irradol A and Irradol Malt; 
Squibb Adex Tablets, Calcium Phos- 
phate Compound with Viosterol, 
and Halibut Liver Oil with Vios- 
terol. 


Government Interested 


In toilet goods circles it was re- 
ported this week that the authori- 


ties who will be charged with ad- 


ministering the Copeland Food and 
Drug Bill, which was passed by the | 
Senate, have already evinced a 
great deal of interest in cosmetic | 
vitamin claims. | 

They had before them, it was| 
stated, a report on one cream fea- | 
turing vitamin benefits analyzed by | 
the American Medical Association. | 
The cosmetic contained the vitamin | 
content claimed, the A.M.A. pointed | 
out, but this content was equivalent | 
only to the vitamin qualities of one | 


teaspoonful of cod liver oil. 
Assuming the one dollar jar of | 
cream under observation lasted for | 


one month, the A. M. A. commented, 
of what value is the product to its | 
user if only this minute quantity 
of vitamin value is consumed every | 
30 days? 


Maine Potato Growers 


Endorse Promotion Tax 
Northern Maine potato growers 
and shippers have unanimously en- 
dorsed a bill to impose a one-cent-per- 
barrel tax on Maine potatoes. Esti 
mated annual revenue of $125,000 
would be used to advertise Maine po- 
tatoes and potato products. 
Ten per cent of revenue would be 
allocated to investigating better 
methods of producing, shipping and, 
merchandising potatoes, and develop: 
ing by-products. 


Joins “Congratulations” 


Suzanne 
Vanity 


with | 
and | 


Gleaves, formerly 
Fair, House Beautiful 
Harper’s Bazaar, has joined Con 
gratulations, New York, as editor 
Dorothy Hurst, formerly with Babies 
and Brides’ Magazine, has _ been 
named advertising director The | 
Magazine has opened new offices at | 
370 Lexington ave. 


New Accounts, Offices HOT-POINTERS 


ADVERTISING AGE 


for Carter-Thomson 

Health Products Corporation, New- 
ark, has appointed Carter-Thomson 
Co., Philadelphia, to direct advertis- 
ing of Clo-Trate, cod liver oil concen 
trate. Through this agency, Dr. D 
ayne & Son, Inc., Philadelphia, wil) | 
open about April 1 a 13-week broad- | 
cast of two 15-minute periods weekly, 


— 


} 
} 
| 


Carter-Thomson Co. has moved tu 


nati, publisher of Modern Machine| Edward Maher, formerly 


Shop and Products Finishing, 
moved to new and larger quarters at 
'tising representative. 


The first step in a program to aid utili- 


new and enlarged offices on the 10th ; . 4 : 
| Soor at 1420 Walnut street. ties and dealers in laying out kitchens, 
: | this manual has been issued by Edison 
| General Electric Appliance Co., Chicago. 
Gardner Moves 
Gardner Publications, Inc., Cincin.- | Maher Appointed 


promo- 


has | tion manager of Screenland Unit. has 
been appointed New England adver- 


| 
| 


‘Norge Leads’ 
Spearhead of 
1937 Campaign 


Detroit, March 9.—Featuring the 
slogan, “Again Norge Leads,’ Norge 
division of Borg-Warner Corporation 
broke the most ambitious adver- 
tising campaign in _ its _ history. 
Three points will be featured in all 


media: the Rollator, Norge cold- 
making mechanism, new flexible in- 
terior arrangements and the new 


low-temp Rollator refrigerator which | 


maintains lower temperatures and 
higher humidity in the food depart- 
ment. 


March 15, 1937 


| The 1937 magazine schedule will be 
|supplemented by full page color ad- 
| vertisements in The American Week- 
|\ly and This Week. The outdoor ap- 
|propriation has been quadrupled, 
| while a radio program will be used 
|}under distributor control. Fifteen- 
| minute transcriptions by topnotch 
| radio talent will be offered. 

| A full-length motion picture, “The 
| Unwritten Story,” produced in Holly- 
| wood with a cast of prominent actors, 
| will be added promotion attraction. 
|Cramer-Krasselt Co., Milwaukee, is 
|the agency. 


Joins Jay Lewis 
Norman Brokenshire, former radio 
announcer, has been appointed head 
| of the radio department of Jay Lewis 
Associates, advertising, New York. 
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ARC Launches 
P. C. (Personal 
Comfort) Drive 


New York, Mar. 10.—The letters, 
Pp. C.,” standing for personal com- 
rt, and the results of recent physio- 
gical researches are being featured 
n the educational campaign just 
1unched by the American Radiator 
Company following its introduction 
in recent months of 20 new products 
for air conditioning. 

Total expenditure for the cam- 
paign will exceed $1,000,000, repre- 
senting an approximately 35 per cent 
nerease over the company’s 1936 


schedule, according to Arthur R. 
Herske, vice-president and general 
manager of sales. 

Inaugurated with full page inser- 
tions in magazines for February, the 
campaign will start in about 600 
newspapers April 1 and will continue 
through the spring building season. 

Planned for autumn is another 
newspaper campaign that will stress 
air conditioning for modernization. 


Plan New Antennae 


WENR, Chicago outlet of the NBC 
blue network, has applied for per- 
mission to erect a new type vertical 
radiator antenna. Construction of 
vertical antenna is now under way 
at two other NBC stations, WDAF, 
Kansas City, and WXYZ, Detroit. 
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A GROCERY CLERK may never see a husband, although 
wives are his steady customers. Husbands are busy mak- 
ing money. Wives are busy spending it. The husband 
has his world ... the wife, hers. And the food manufac- 
turer who would reach this woman . . . this consumer... 


must talk to her in her own language in her own “consum- 


ers’ magazine”... McCall’s. 


Food has the most rapid turnover of any commodity 
that enters the home and represents the most complete 
consumption. And McCall’s does more to encourage con- 
sumption than any other women’s magazine. In 1936 
alone, we published 44,880 lines of food editorial matter 
—and included 435 McCall-tested recipes and menus. 

But many cook-books include 435 recipes, and we’re 
not merely editing a cook-book. McCall’s is the “News 
Magazine for Women.” We make News of food! We go 
around to homes, first, and gather the news ... our field 
editors ask women what they'd like to have discussed in 
their magazine. Maybe it’s cakes; 70% of the cakes are 
still baked at home. Or maybe it’s new uses for familiar 
canned foods, such as peaches. 

When a subject is chosen, McCall’s inspired cooks 


work out recipes ... directions . . . menus. 


Then the 


editors and photographers step in and the food creations 
are “transferred” from the McCall Kitchens to the printed 
page with big pictures and brief, newsy text. Lastly, 
through Reader Research, interviewers go back into the 
home and check up on which articles were really read 
and what recipes were used. 


And this is only one example of the editorial thor- 
oughness of McCall’s. Home equipment and furnishings, 
fashions and cosmetics ... this magazine is dedicated 
to the consumption of these commodities. Therefore, the 
manufacturer who wants his product consumed and re- 


placed will advertise here. 


Not in the usual women’s 


magazine where food articles and recipes get run-of-the- 
book position. But in McCall’s, where food articles and 
food advertising are grouped together in a Homemaking 
Section, and every one of McCall’s 2,600,000* readers can 
concentrate on your message. 


“Net paid circulation, February issue, over 2,764,000 


| 

N. C. Defeats Ban 
| on Liquor Copy 
| The General Assembly of North 
Carolina declined to prohibit adver- 
tising of alcoholic beverages, in vot- 
ing against an amendment to the 
county-option Act which would have 
imposed this restriction, 

Counties are preparing to hold | 


elections on county liquor stores be 
fore the primaries next summer. The | 


state will have general control over | 


nies of Wanner Gel Sct seven ber! New York, March 10. Cannon 
‘cent of receipts | Mills, Inc., today is launching a new 
line of branded women’s silk hosiery 
to be marketed under the same ag- 
ie: Cae tan chin mia gressive merchandising policies that 
voger Xen, snc, mens ciotns | attended the introduction of Cannon 
|} shops, New York, has appointed Mor- : . : . ann 
‘ton Freund Advertising, New York. | tWels and sheetings. 
| Metropolitan newspapers will be used| Fer more than 10 years the Can- 
| for institutional copy. }non company has been making silk 


DEBUT IN SILK 


_ Names Morton Freund 
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WHY McCALL’S HAS THE LARGEST NEWS-STAND 
DY CSR! BRT 

SALE OF ANY WOMEN’S CONSUMER MAGAZINE 


We go to the reader 
The McCall Method of Editing: 


(1) Finds out women’s interests 
and problems by talking to them 
personally. (2) Homemaking 
Authorities develop these 
subjects. (3) McCall Editors 
make them interesting and read- 
able. (4) Then interviewers in 


the home, as shown in the pic- 
ture, check back on what articles 
are actually read. 


The reader comes to us 


Right now in stores everywhere, 
McCall Pattern Service is pre- 
senting Style Promenades. 
Thousands of women per city 
attend these shows, and a mil- 
lion per month buy the pat- 
terns. Merchants know that 
McCall’s Magazine sends them 
this business. They know it 
pays them to promote McCall- 
advertised goods, 


McCall’s furnishes the ideas! 


McCall’s is “The News Magazine 
for Women.” With this beautiful 
master’s bedroom in April McCall's, 
our home furnishings editor covers 
everything from color trends to 
plumbing fixtures for an adjoining 
bath! Even without a line of adver- 
tising, McCall’s would sell millions 
of dollars’ worth of merchandise! 


“Personality” plots the sale! 


The Personality Chart is a new =< 
monthly beauty feature in McCall’s. 
Make-up secrets that minimize a wo- 
man’s not-so-good points. The same 
chart, mounted for toilet-goods count- 
ers, sells an increased variety of prep- 
arations per customer. McCall’s carries 
the greatest amount of toilet-goods 
advertising of any women’s magazine. 


ne 


THE ONLY WOMEN’S MAGAZINE DIVIDED INTO— 


CANNON MAKES | “S™ une ros conics 
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SELLING POINT NO. 1 re 


Indelible stamping on the welt 


| 
| 
| 


Cannon Mills, Inc., New York, is introduc- 

ing its own line of silk hosiery with a 

trade publication campaign underway to 
expand distribution. 


hosiery privately branded for whole- 
salers and retailers, so the new en- 
trant into the highly competitive 
field is by no means a novice. 

Advertising is limited to trade pub- 
lications covering dry goods and ho- 
siery markets, beginning in Mareh. 
Sach month a special feature of: the 
line will be emphasized, the March 
copy describing the indelible stamp 
on the stocking’s welt, with infor- 
mation pertinent to the consumer, 
while the April message will stress 
the cellophane wrapping for each 
pair, called “Handipac.” 


Plan Consumer Copy 


The trade series will appear in a 
uniform layout, with the recurring 
caption, Cannon hosiery is “going to 
town.” Consumer copy is contem- 
plated after distribution is well un- 
der way. 

The program followed in introduc- 
ing other Cannon products will be 
duplicated for the hosiery line, ac- 
cording to Gordon Cole, advertising 
manager. He added that this would 
include consistent trade paper ad- 
vertising to build thorough distribu- 
tion, distinctive packaging with self- 
selling labels, and complete promo- 
tional help for dealers, through dis- 
plays, direct mail and store promo- 
tions. 

Five different weights of stockings 
are available, from the 2-thread for 
evening wear, to the 8-thread for 
heavy service. Each pair is indeli- 
bly stamped with a decorative de- 
sign which illustrates the suggested 
use in a simple line drawing, a de- 
scription of the stocking, and the 
silk construction. 

This feature is stated to be origi- 
nai and exclusive with Cannon ho- 
siery, and provides necessary buy- 
ing information. 


Wilson Heads 4A’s 
Production Committee 


Fred H. Wilson, production man- 
ager of Arthur Kudner, Inc., New 
York, has been appointed chairman 
of the Committee on Mechanical Pro- 
duction of the American Association 
of Advertising Agencies. 

Other members of the committee 
are John F. Aldinger, Young & Rubi- 


cam, Inec.; T. J. Carnese, Benton & 
Bowles, Inc.; G. B.. Dearnley, Me- 
Cann-Erickson, Inc.; Ernest Dono- 


hue, Batten, Borton, Durstine & Os- 
born, Inec.. G. Finley, Federal Adver- 


tising Agency Inc.; W. T. Geller, 
Ferry-Hanly Company; Charles G. 
Ickrath, Newell-Emmett Company, 


Ine.; S. A. Levyne, The Joseph Katz 


Company, Baltimore; George W. 
Speyer, J. Walter Thompson Com- 
pany, Chicago; V. Spiegel, Lord & 
Thomas, and A. A. Thomas, J. Wal- 


ter Thompson Company 


Two Join National 


National Advertising Service, Inc., 
college publishers’ representative, 
has appointed Nelson T. Saunders 
French. Charles M. 


| Soroka, who has been with the firm 


for several has been made 


general 


years, 
manager. 


New Canada Dry Series 

Canada Dry Ginger Ale, Inc., an- 
nounced plans for an extensive news- 
paper advertising series in Colum- 
bus, O., to supplement merchandising 
efforts of the local sales staff. 
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Deere Company 
Plows Ground 


for Anniversary 


Chicago, March 11.—Eight thou- 
sand dealers of Deere & Co., Moline, 


Ill., throughout 
the United 
States and Can- 
ada will be the 
focal points 
around a na- 
tional centen- 
nial celebration 
to be held this 
year, honoring 
John Deere, in- 
ventor of the 
steel plow and 
founder of the C. D. Wiman 
company. 


The Deere company is running an 
extensive campaign in agricultural 
papers and in addition broadsides 
with tickets enclosed for “Deere 
Days,” special celebrations to be 
held in rural communities in April 
will be mailed out by dealers to 
their customers and prospects. 

Colored advertising calendars: will 
be forwarded to dealers, and as a 
memento of the celebration, many 
dealers will present centennial 


—— 


watch fobs, pencils and pocket ledg- 
ers to farmers and their families at- 
tending the exercises. 

Charles Deere Wiman has 
president of the company 
1928, and Howard M. Railsback is 
advertising director. Critchfield & 
Company is the agency. 


been 
since 


Commercial Print Sales 


Up 11.57% in 1936 | 


Sales of commercial printing in 
New York City for 1936 showed an 
increase of 11.57 per cent over sales 


for 1935, the New York Employing 
Printers Association, Inc., reports. 

The upward trend in sales was 
evenly distributed over the year, 
with each month of 1936 showing an 
increase over the corresponding 
month of the previous year. How- 
ever, 1936 sales were still 18.2 per 
cent below normal for the plants re- 
porting, it was said. 


“Fortune” Adds Office; 


Names Foster, Hicks 
Fortune, New York, has opened an 
advertising department office in Phil- 
adelphia in the Girard Trust bldg. 
Harold Foster, formerly with Paul 
Block and Associates, is in charge. 
M. D. Hicks, formerly advertising 
manager of Industrial Marketing and 
Eastern representative of ADVERTIING 
AGE, has joined F'ortune’s New York 
advertising department. 


_ The HeavyB 


| RIVAL PACKERS DIVIDE RADIO PROGRAM 


RIVAL PACKERS 


SHARE PROGRAM 
ON STATION KLZ 


March 11 
companies, 
ver Pueblo 125 
miles and virtually 
the same trade area, today are spon 
the program on alter- 
nate days over Station KLZ, each 
mentioning the other’s sponsorship 
at the end of its own. 

The program itself is something 
of a novelty and has been sponsored 
by the K. & B. Packing Company, 
of Denver, for some time. Titled 
“The Inquiring Reporter,” the noon 
program comprises random _inter- 
views on the street, with interview- 
ers receiving orders on grocery-mar- 
ket men for the company’s products. 

A K. & B. order calls for one 
pound of Morning Glory bacon, one 
pound of Morning Glory sausage, 
and one pound of Morning Glory 
wieners. The Pueblo firm now par- 
ticipating is the Nuckolls Packing 


Colorado 
Den- 


Two 
located in 


Denver, 
packing 
and respectively, 
apart serving 


soring same 


oo 


K&B 
& PROWIS 


WD GOING TOWN: 
_ wile he 
| m Kes: 
UNG Rae 


PACKING 
iON CO. 


J 


Pueblo, 


hash, and one can 


Co. A Nuckolls order calls for one 


between 25 and 35 


—it’s the “AGE OF ACCUMULATION” 


' 


UNDER 25 


r. 
@ 


‘THE AGE 
OF 
ACCUMULATION 


ae 


OVER 35 YEARS O 


SERGI. oa 


LD 


e& 


OUT OF 100,000 PURCHASES of radios, automobiles, vacuum cleaners, floor coverings, refrigerators, 


ranges, washing machines, beds, springs and mattresses, 35.2 


% went to people between 25 and 35. Out 


of 1,800,000 Cosmopolitan monthly buyers, 36.2% parallel this group in the “Age of Accumulation.’’* 


During this 10-year period, people buy more radios, more 
vacuum cleaners, more washing machines ... more of nearly 
every kind of goods than at any other time of life 


HE average age of marrying in the 
United States for a man ts 24 and for 
Within three years this typi- 
cal young couple has had two children and 


a woman 22. 


is entering on its heaviest buying period. 


These young people from 25 to 35 are in 


the “Ave of Accumulati 


practically everything. For the next 10 


years nearly every cent « 


for 


house furnishings, 


automobiles, branded foods and a host of 


other consumer goods, 


A man’s income and earning power may 


carry on for many years, 


Osmo 


IT PEAKS HIGHEST IN THE 


on.”” They need 


if income will go 


Hoor 


coverings, 


but after 35 the 


Copyright, 1937, Hearst Magazines, Inc. 


dolitan 


“AGE OF ACCUMULATION” 


/ 
f 


heavy buying slacks off. By that time 
most homes are built and furnished. After 
35, more money goes for saving to educate 
the children and for security in later life. 


How can advertisers reach these 
people who are the best buyers? 


By selecting media and writing copy that 
will reach and appeal to this great buying 
group between 25 and 35, advertising 
effectiveness can be increased. 

\s to media, Cosmopolitan, of all 
the large national magazines, most 


the “Ape of Acc 
buvine market, 


*bk igures 
America 
Starch magazine 


from survey 


eading a 


One side of the KLZ, Denver, program is here represented in the promotion of 
K & B Packing & Provision Co., Denver. 


125 miles away. 


The other is the Nuckolls Packing Co., 


The two companies sponsor the same program on 


alternate days. 


can of chili, one can of corned beef 


of tamales. 


uying Peaks 


nearly parallels the market for goods. 

It selects readers by their ages in almost 
exact proportion to their buying. [here is 
no finer medium for reaching and selling 
people between the ages of 25 and 35 in 


umulation”’—the heavy- 


Market 


utomobile 


s by Research Cory 


hnance ompany 


studies 


of 
and 


COSMOPOLITAN 
prints more best sellers 
and top-ranking short 
than any other 
magazine. That’s one 
reason why 36.2% of its 
alert, intelligent readers 
are between 25 and 335. 


stories 


Recently the Nuckolls Company 


wanted to use the program, and, 
while direct competitors of the K. 
& B. Company in meat products. 
they agreed to confine their adver- 


tising through this medium to 
canned goods, which K. & B. does 
not manufacture. 

Nuckolls has concluded test of 


the program as a letter contest me- 
dium and received 3,000 ietters, each 
with a label from one of their prod- 
ucts. They offered a $50 radio, a 
washing machine, an electric ironer, 
and smaller electrical appliances as 
prizes. Total cost of a six weeks 
local campaign was about $700. 

In addition to the radio listeners, 
the Inquiring Reporter is listened to 
by an interested “line’’ audience 
which never falls below 200, the 


cold weather minimum. 

The interviews are staged in 
front of the Kortz Jewelry Store, on 
Sixteenth Street—inside the store 
when the weather is inclement—and 
for this courtesy Kortz draws 
friendly mention at each daily 


broadcast. 

Raymond Keane of the Keane Ad- 
vertising Agency, and son of the 
jewelry store owner, is in charge of 
the program. 


Chute Directs Sales 

W. P. Chute, formerly with Larus 
& Bro. Co., Richmond, has been 
named general sales manager of the 
recently formed International To- 
bacco Company of America, Louis: 
ville. The new company is headed 
by Edwin J. Helck, formerly vice- 
president of Axton-Fisher Tobacco 
Co. 


Huber Now Edelbrau 


Otto Huber Brewery, established in 
1863 in Brooklyn, N. Y., and operated 
since 1926 as the Goldenrod Brewery, 
has changed its name to Edelbrau 
Brewery, Inc. William Jagger, for- 
mer sales manager of Piel Bros. 
Brewery, has been appointed vice- 
president in charge of sales and 


| advertising. 


Sell it to Cohen 
Thru— 


Jewish Radio Station 
WLTH— 


is helping New York City's 
Jewish masses to become assim- 
ilated ... 


—teaching American customs 


-_ 


—advertising American prod- 
ucts... 


SAMUEL GELLARD 


WLTH, 105 2nd Ave., New York City 


Roesier and Howard, National Rep. 
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GREEN MOUNTAIN. 
WILL INTRODUCE 
MAPLE LIQUOR 


New York, March 11.—Introduc- 
tion of a new type of American 
liquor, made for the first time from 
a ferment of maple sugar, was an- 
nounced this week by Green Moun- 
tain Distilleries, newly organized at 
Burlington, Vt. An extensive ad- 
vertising campaign will be started 
shortly in the East, with tentative 
plans calling for use of newspapers 
and general magazines. An adver- 
tising agency is to be appointed in 
the near future. 

The unique characteristics of the 
liquor have caused the Federal Al- 
coholic Control Administration and 
the Technical Division of the Inter- 
nal Revenue Bureau to create a 
fifth listing of distilled spirits 
called “maple liquor.” The _ four 
present listings are whisky, rum, 
gin and wine. 


Market Two Products 


Two products will be placed on 
the market by the Green Mountain 
organization — Green Mountain 
Maple Leaf Liquor, a 90 proof dis- 
tillate, and Amerind Maple Liquer, 
a 60 proof cordial. William Knox, 
former New York commodity deal- 
er, is president of the company and 
A. Irving Boyer, Jr., formerly man- 
aging director of the Lake Cham- 
plain Club, vice-president in charge 
of sales, with headquarters in New 
York. 

B. S. Bercovici has been named 
director of promotion. Eastern 
district representative will be John 
Morgan, Inc., Brooklyn, N. Y. 

Large scale production of the 
maple sugar ferment is expected to 
result in broad economic benefits 
for Vermont and other states whose 
natural resources may be tapped. 
While sap tapping in New England 
is an old institution, the thousands 
of the farmers engaged in the busi- 
ness have been in the habit of look- 
ing at the work more as a sideline 


(Advertisement) 


RADICAL! 


Advertising signs have changed radically 
in the past two years. For a copy of this 
new handbook, write Baltimore Enamel & 
Novelty Co., Baltimore, Maryland. 


Revolution Comes 
to the Sign Industry 


The old axiom that the average 
man never knows a revolution is on 
intil it is over is aptly illustrated 
by the changes in the sign industry. 
‘Yew techniques for porcelain en- 
ame] backgrounds for Neon signs, 
raised letters, complete porcelain 
enamel exteriors and interiors are 
a few of the features covered in the 
newly published handbook entitled 
“Baltimore Enamel Signs”. Adver- 
‘ising executives may obtain a free 
copy by writing the Baltimore 
Enamel & Novelty Co., Baltimore, 


mn yiand, on their business letter- 
nead, 


inane 


than as a chief means of support. | ; 


At the present rate of production, | : + 
Green Mountain Distilleries alone |: Would Bar Cupid From 


will require more than 2,000,000) : Crossing State Lines 
pounds of maple sap a year. |: 
ne ane | Wilmington, Del., March 9.— 


Advertisements soliciting mar- 


Bo-Kay Names Levy _sriages_ trom another _ state 
The Raymond Levy Organization, would be prohibited in Dela- 
New York, has been appointed to} ware in a bill introduced into 
handle advertising of Bo-Kay Per- | the state legislature by Rep. 
fume Co., Jacksonville, Fla. A cam- John P. Hammill of this city. 


paign for Bo-Kay Orange Blossom 
talcum will soon be released in mag- 


azines. 


soceenereeanseens 


eee Prusin Resigns 
New Ayer Directory Carl Prusin, for 13 years with 
N. W. Ayer & Sons, Inc., Philadel- Schenley Products Co. and assistant 
phia, has issued its 1937 Directory of|to the general sales and advertising 
Newspapers and Periodicals. News- director, has resigned to join an- 
papers, trade and class papers and|other distilling organization, an- 
general magazines are listed. The|nouncement of which will be made 
price is $15 post-paid. shortly. 


“Point-of-sale identification recalls to the 
minds of the prospects the countless ad- 
vertisements they have read about these 
merchants, the radio programs they have 
listened to, and the good impression made 
by continuous advertising. 


ee 


. . . Identification at the point-of-sale 
retains old customers. People who have 
patronized certain grocers, druggists, ser- 
vice stations in their community will more 
quickly patronize dealers similarly identi- 
fied when shopping in new communities. 


EDUCATIONAL BUREAU 
PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 


. . /up map of Europe outside the 
Madison Charity | Plaza’s grand ballroom to show 
| main sources of imported potables. 
Ball Theme from Prizes will include choice imported 
, viands and liquers. Guests at the 
Wile Promotion ball will be enabled to gratify curi- 
osities of long standing about the 
palatability of various costly 
New York, March 11.—The an- drinks, usually obtainable only by 
the bottle, but available at the ball 
for purchase by the glass. 
Arrangements are in the hands of 
the Madison House dance commit- 
tee and John Schwed, advertising 
manager of the Wile organization. 


nual Madison House ball at the 
Plaza hotel March 20 will be linked 
in novel fashion to promotion of 
Julius Wile Sons & Co., liquor im- 
porters. 

Borrowing the “taste tour’ theme 
featured in Wile magazine adver- 
tising, this year’s charity ball in be- 
half of the settlement house be- 


i i ik cs te vice-president of the Fifth Avenue 
: el ae aga Publishing Co. to become an execu- 
veloped around this basic idea. tive of Lawrence Fertig & Co., Inc., 
Decorations will include a blown-| New York. 


Osborn Joins Fertig 


Gardner Osborn has resigned as 
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Quoting directly from Mr. Paul R. Fritsch’s (Advertising Dept., The Goodyear 
Tire & Rubber Co., 


Inc.) article in February ‘Printers’ Ink Monthly” (page 36) 


‘“... Point-of-sale identification influences 
last minute shoppers. . . . after the printed 
pages of national advertising have been 
discarded, after the radio programs are 
over, after direct-mail has been read and 
supposedly forgotten, point-of-sale iden- 
tification renews the good impressions 
made by these media. . . . a constant and 
faithful ally working night and day...” 


Be certain your dealer identification 
signs are in fadeless, life- 
time porcelain enamel. 
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Encyclopedia 
Offer Brings 
Heavy Traffic 


New York, March 10.—With the 
public’s reception to an _ encyclo- 
pedia merchandising offer of United 
Cigar and Whelan Drugstores 
tripling expectations of executives, 
large space copy will be started in 
local newspapers Monday, March 
15, to plead for public indulgence 
and to assure those who want to 
participate in the deal that they 
will be given an opportunity to do 
80. 

Setting 
the 800 


out to increase traffic in 
stores in the metropolitan 
area, United-Whelan stores. this 
week took pages and double pages 
in six newspapers to offer a 12-vol- 
ume “World’s Popular’ Encyclo 
pedia” on a volume-per-week basis 
at 39 cents per volume. A coupon 
in the copy is filled out by the cus- 
tomer at the time he purchases Vol. 
I which, by its terms, binds the 
chain to deliver the remaining 11 
volumes, one per week, on the same 
terms without further reservation 
by the customer. 


Book Business Factor 


Newspaper advertising will con- 
tinue to run throughout the twelve 
weeks of the campaign which, it is 
anticipated, will also develop addi- 
tional business for the book selling 
end of United Cigar-Whelan opera- 
tions. Stanton B. Fisher, advertis- 
ing manager, pointed out that more 
than 10 per cent of all sales of 
“Gone with the Wind,” current rec- 
ord-breaking best seller, have been 
made in United Cigar and Whelan 
Drug stores. 

With 15,000,000 customers visit- 
ing the the chain’s store#® in this 
area each month, any marked addi- 
tion to this number will doubtless 
see the encyclopedia campaign ex- 
tended to various other areas with 
possibilities for its ultimate opera- 
tion on a nation-wide basis. 


Promotional 
Lineage High 


Chicago, March 10.-——- During Feb- 
ruary the advertising press carried 
63,364 more lines of promotional ad- 
vertising than during the same month 
last year, a gain of 22.3 per cent, ac- 
cording to a tabulation released here 
today. The February total was 9.4 
per cent greater than that of Jan- 
uary. 

Comparative totals were, February 
346,682 lines; January 316,708 lines; 
February, 1936, 283,318 lines. 

Newspapers again used the largest 
portion of the February total with 
101,480 lines or slightly over 29 per 
cent. Magazines were next with 83,- 
426 lines or 24 per cent. Business 
papers accounted for 34,216 lines or 
9.8 per cent, and radio for 32,046 
lines of 8.5 per cent. 

Other important classifications dur- 
ing the month were advertising pro- 


duction, 20,146 lines, 5.8 per cent; 
farm papers, 16,604 lines, 4.8 per 
cent; agencies, 15,106 lines, 4.3 per 


cent; and paper, 12,110 lines, 3.5 per 
cent. 

The publications upon which this 
tabulation is based, with their indi- 
vidual lineage records for February, 


are as follows: lines 

ADVERTISING AGE (W).. 140,000 
Advertising & Selling (bw) 76,076 
Printera’ Ink’ (w)..... 48,020 
Printers’ Ink Monthly.... 12,264 
Sales Management (sm).... 39,592 
Tide (sm) 30,730 


“Coronet” on Air 

Coronet launched a program over 
WOR, New York, on March 9. The 
program will be heard from 8 to 8:30 
p. m., EST, each Tuesday. In a few 
weeks the schedule will be expanded 
to include additional Mutual Broad- 
casting System stations. Batten, 
Barton, Durstine & Osborn, Inc., Chi 
cago, has been appointed to handle 
Coronet advertising 


Roden Frames Program 
For ANA Meet April 26-28 


H. W. Roden, vice-president of 
Johnson & Johnson, New Brunswick, 
N. J., has been named chairman of 
the program committee for the semi- 
annual meeting of the Association of 
National Advertisers to be held April 
26-28 at the Homestead, Hot Springs, 
Va. 


NBC Advances Smith 


W. W. Smith has been appointed 
manager of local sales for National 
Broadcasting Company, Chicago. Mr. 
Smith, who before joining NBC was 
manager of WTAM, Cleveland, suc- 
ceeds G. B. McDermott, who has be- 
come manager of spot sales in the 
national department. 


Casts Moving 
Messages On 


Any Surface 


Chicago, March 9. A new ma- 
chine, the Adcaster, which projects 
a traveling message on a screen or 
on any blank wall surface, utilizing 
motion picture film, has been placed 
on the market by Adcaster Service, 
Inc., Chicago. 

The Adcaster presents the adver- 
tiser’s copy in letters six inches to 
six feet tall, indoors or outdoors, and 
in colors if desired. The width of 
the traveling image ranges from 


three feet to 60 feet. Photographs 
and trade-marks are reproduced, as 
well as words. 

Early installations of the Adcaster 
include use in motion picture thea- 
ters, department stores, and auto- 
mobile showrooms, Clyde _ Elliott, 
sales manager, said. 

In the case of a theater, the 
machine is set upon the mezzanine 
floor of a theater, and the message 
projected on the carpet in the lobby. 
In an automobile showroom, a screen 
is placed in the window, the film is 
turned upside down, and the machine 
projects the message from the rear 
of the window. 

Central Outdoor Advertising Com- 
pany, Cleveland, plans to make Ad- 


caster Service available to its clients, 
Mr. Elliott said. The traveling mes- 
sage will be thrown on a panel in 
the poster board. Sears, Roebuck & 
Co. have leased the Adcaster for 
advertising of special sales and 
events in its Chicago stores. 

Thirty-five millimeter film is used 
by the Adcaster. In ordering film 
for the Adcaster, the advertiser may 
employ 220 letters for the large size 
film, and up to 550 letters for the 
smaller size. 


“Cue” Raises Price 


Effective with the issue of March 
13, the newsstand prices of Cue will 
be 10 cents. The subscription re- 
mains $2.00 for the present. 
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Commercial Copy 
for Kelvinator 
to Be Expanded 


New York, March 10.—Promotion 
f Nash-Kelvinator Corporation’s 
ymmercial division in national mag- 
izines for the first time and an ex- 
nansion of newspaper advertising was 
nnounced here today by F. J. Wor- 
ien, advertising and sales promotion 
nanager of the division. 

The announcement was made at a 


wo-day meeting of New York dis- 
‘ibutors, dealers and sales repre- 
sentatives. 


Included in the scope of the Kelvi- |The Saturday Evening Post and a list 
nator commercial division are stand- | of business papers. 


Advances Publication 
The publication date of Industrial | 


ard commercial refrigerating equip- Bottled beverage and beer coolers | petgil Stores, Washington, D. C., has | 
ment, beverage coolers, residential | will be promoted in Life, Nation’s| heen changed from the 15th to the 
air conditioning, automatic heating | Business and business papers. Air) 5th of each month, with forms clos- 
and the Kelvin Home. The latter |conditioning advertising is scheduled | ing the 25th of the month preceding. 
has been adopted as the spearhead|for The Saturday Evening Post, Se ae 

of all Kelvinator promotion efforts | Time, and architectural and other AuWerter Joins Norge 
for 1937, with newspaper advertising, | business magazines. Russell AuWerter, formerly art di 
the Prof. Quiz radio broadcast on a Kelvinator automatic heating will | rector of C. E. Rickerd ASvertioins | 
Columbia Broadcasting System, and| be featured in American Home, Life Agency, has joined the Norge Divi 


De- 
in the department of design. 


| sion of Borg-Warner Corporation, 
troit, 


a wide variety of point of purchase and several building and architec- 


display material and direct mail in-| tural papers. = ; -— 
cluded in the program. Geyer, Cor- . ; " 
nell & Newell, Inc., New York and Pillsbury in A. N. A. Patterson with wrap 
Detroit. is the agency in charge of| Pillsbury Flour Mills Co., Minne- W. A. Patterson, formerly with G. 
; ; apolis, has been elected to the Asso- | L. Ohrstrom & Co., Inc., of New | 
the campaign. | eiation of National Advertisers, and| York, has been appointed director 
Kelvinator’s standard commercial] will be represented by Dwight K.|and sales manager for the Pharis 


refrigeration will be featured in| Yerxa, first vice-president. | Tire & Rubber Co. of Newark, O. 


NEW YORK 


APRIL 5 1937 


ek ES 
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TWwu Cents THARE CINTs _ 
s fev 
In Greater America | Within 200 Miles | ecen 


EAT ALL SUMMER! 


el 


ORIENTAL APPEAL 


ER Sq@vise & Sos New YoR’ 


Institutional copy of E. R. Squibb & Sons, 

New York, appearing in magazines, 

stresses “values” with this pictorial em- 

phasis plus copy built around ancient 
oriental axioms. 


IFE is about the same, summer and winter. 
People eat and drink, work and play, 
keep on buying. They spend just as many 
millions of dollars. Not only for seasonal 
needs and luxuries, which you'd expect. 
But for year-’round products like gasoline, 
cigarettes, electric refrigerators, automo- 
biles. (These hit peak sales in summer!) 
Radio listeners hang right on, too. Of the 
millions who listen to NBC winter programs, 
97% are available to radio in any week in 
the summer. For where people go —there 
goes radio! 


This tremendous year-round acceptance 
makes NBC broadcast advertising the most 


Last summer, advertis- 


ers on N3C Networks 


effective year-’round sales medium in the 
world. That is why more advertisers are on 
the air—the NBC air—right through the 
seasons, without interruption. 


(weekday time alone) 
boosted NBC income 
to an increase of 

RCA presents the Metropolitan Opera every Satur- 12 MY y 
day afternoon, and “ The Magic Key” every Sunday, O 
2 to 3 P. M.,E. S. T. Both on NBC Blue Network 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


Wilson Tells 
Radio’s Part 
in Farm Change 


New York, March 9.—How radio 
has contributed to radical change in 
the daily routine, entertainment 
preferences and buying habits of 
60,000,000 Americans who live on 
farms and in rural communities, 
was described today by Charles 
Morrow Wilson, authority on farm 
life and author of books and maga- 
zine articles on rural America, who 
has just completed an observational 
study which took him through 25 
states during the past four months. 

Mr. Wilson said he found radio 
plays a vital role in the farm fam- 
ily’s activities, 


exerting even a 
greater influence than on _ city 
listeners, providing the farm with 


close, daily contact with authorita- 
tive sources of agricultural informa- 
tion, and creating a new buying 
consciousness that springs from 
well stocked, country stores whose 
inventory shows’ twice many 
items as ten years ago. 


as 


Have Cosmopolitan Tastes 


Mr. Wilson pointed out that the 
average farm family’s. entertain- 
ment budget is so meagre that radio 
has become indispensable. Adver- 
tisers delivering cosmopolitan en- 
tertainment, he stated, find that 
rural interests are not bounded by 
county lines, that these listeners’ 
appetites and appreciation of hu- 
man interest entertainment closely 


parallels their city brothers’ fa- 
vorites. 
Farm radio listeners, however, 


dislike “smart, hard Broadway show- 
manship.” They enjoy a _ limited 
amount of jazz; but they appreci- 
ate an informal “your-world-and- 
mine” approach. Mr. Wilson con- 
cluded that this attitude is more 
a matter of tone and spirit of pres- 
entation than the actual program 
contents. Details of these and 
other impressions gathered by Mr. 
Wilson are contained in a book, en- 
titled, “Money at the Crossroads,” 
issued by the National Broadcasting 
Company and being mailed to adver- 
tisers and agencies. Current radio 
listening statistics, rural power po- 
tentialities, merchandising opportu- 
nities and farm sales psychology 
are among the subjects covered. 


Three Join Fawcett 


Fawcett Publications, Inc., New 
York, announces three appointments 
to the business staff: R. Merlin Weed, 
formerly vice-president of Rhodes- 
Weed Company, publishers’ represen- 
tatives, has joined Fawcett’s Chicago 
office; George O. Pritchard, formerly 
vice-president of Philip Ritter Com- 
pany, advertising agents, and more 
recently Eastern advertising man- 
ager of The Gentlewoman, Fawcett’s 
Eastern sales staff, and Gene Mullica. 
since 1934 with Spur and Etude, Chi- 
cago sales staff of Fawcett Woman's 
Group. 


Doody Joins GN&R 


Daniel J. Doody, long with Prud- 
den, King & Prudden, Inc., Chicago, 
will join Gilman, Nicoll & Ruthman, 
Chicago, March 22. 
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PATMAN ACT MAY) 
ASSIST CHAINS, 
POOR’S REPORTS 


i 


i | 
i 
4 


Sg 4 
ak -— 

5 fag 

hE 


New York, March 10.—The Rob 
inson-Patman Act is likely to 
strengthen rather than weaken the 
competitive position of the larger 


grocery system, is the conclusion of 
Industry and Investment 
Surveys today, based on an analysis 
of grocery 


Poor's 


chain stores. 

The problems created by the act 
may burdensome to 
the manufacturer than to the chain, 
the report while the latter 
may continue to receive allowances | 
and discounts, provided the manu- | 
facturer avows his willingness to 
offer similar terms to others. 

Another advantage possessed by | 
the chains is seen in their assump- | 
tion of manufacturing and _ whole- | 
saling functions, such as_ baking | 
breads and pastries, packaging, can- | 


become more 


states, 


SIX MEN ON A HORSE SPONSOR TWO PRODUCTS 


ning, bottling and even meat pack-| Separate promotions on horseback for Three Men on a Horse, current comedy hit, and Hunter Baltimore Rye, meet in Boston. 


ing. Here, too, the Poor report 
finds that the application of the|ed since the chain can purchase the | with few buying restrictions. 
Robinson-Patman Act will be limit-|entire output of manufacturers, Extension of lines handled by 


9; INFLUENCE 
ho HOUSEHOLD 
PURCHASES 


through their knowledge of mechanical things 


In a reader survey we discovered that 96% of Popular Mechanics’ read- 
ers are just as important as or more important than other members of 
their families in the purchase of household equipment. « Maybe it's 
because they are credited by their wives with knowledge of mechanical 
things or because they pay the bills—anyhow surprisingly large num- 
bers have a say on the purchase of refrigerators, heating equipment, 
washing machines, radios, furniture, and electrical appliances—to list 
a few. « If you are planning an advertising campaign on any product 
used by men or upon the purchase of which men can say yes or no, 
don't overlook the more than half a million who read Popular Mechanics 
Magazine and whom you can reach at a cost below a dollar and a half 
a page a thousand. e And besides this great Man cuicaco 


200 East Ontario Street 
Telephone Superior 0468 


NEW YORK 
Empire State Building 
Phone Pennsylvania 6-6775 


DETROIT 
General Motors Building 
Telephone Madison 8711 


COLUMBUS, OHIO 
722 Linwood Avenue 
Telephone Evergreen 4391 


Market there is a supplementary woman reader- 
ship surpassed in number by few magazines— 
seventy-one woman readers for every hundred 
mail or news stand copies that men buy. « Yes, 
on household equipment, Popular Mechanics 
Magazine is a general family magazine and has 


been used as one by some advertisers since 1909. 


CHANICS 


lagapine 


POPULA 


| chains, into the meat and vegetable 
| field, and going further into other 
| articles is stated to be a distinct 
‘trend in the industry, with resulting 
higher sales and profits per outlet, 
the analysis points out. 


Brochure Requests Recipes 


Midland Distilleries, Inc., St. 
Louis, Mo., has published a new 
brochure on Southern Comfort liquor. 
The booklet tells the history of the 
brand, and presents recipes. It in- 
vites submission of other recipes, and 
permission to print the recipe with 
the name of the originator, in forth- 
coming editions. 


March Lineage of 


‘‘American Home ’’4,305 

American Home, New York, reports 
that March lineage of a special edi- 
tion was 4,305. 

Publishers’ Information Bureau 
gave the March figure as 3,673. 


- SMOOTHING THE WAY 


Phot 
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General Motors 


to Renew NBC 
Sunday Musical 


New York, March 11.—General 
Motors March 14 will renew its 
Sunday night concerts at 10-11 p.m., 
EST, over 65 coast-to-coast NBC Red 


network stations. Campbell-Ewald 
Company of New York is the 
agency. 

American Radiator Company, 


through Blaker Advertising Agency, 
New York, on the same day will re- 
new its Sunday evening series of 
“Fireside Recitals.” The program 
is heard over 21 NBC Red network 
stations at 7:30-8 p. m., EST. 

L. Bamberger & Co., Newark de- 
partment store, starts a program 
featuring Ed Fitzgerald over WOR 
March 15. It will be broadcast 
Mondays through Saturdays at 9- 
9:15 a.m., EST. 


Test for National Lead 


| On March 15 the National Lead 
|Company, maker of Dutch s0y 
White-Lead and other paint prod- 


|} ucts also will make a test of radio 
with a series of quarter-hour trans- 
cribed programs to be_ broadcast 
twice weekly in six territories. The 
program is titled “The Unbeliev- 
|able,” and is handled by Marschalk 
& Pratt, Inc., New York. 

Atlantis Sales Corporation, maker 
|of Colman’s Mustard, Rochester, 
|N. Y., through J. Walter Thompson 
Co., New York, will start with 
“Martha Deane,” women’s program, 
March 16, using WOR. 

Henry Busse and his orchestra 
has been renewed by J. W. Marrow 
Mfg. Company, maker of Mar-O-Oil 
shampoo, effective March 17, over 
21 coast-to-coast NBC Red network 
stations. The time is Wednesdays 
at 4-4:15 p.m., EST, the agency Bag- 
galey, Horton & Hoyt, Inc., Chicago. 


Becker Retires 
Joseph F. Becker, vice-president in 
charge of electric sales of Consoli- 
dated Edison Company, New York, 
retired this week after 46 years with 
the company and its affiliates. 


ographs pave the road to sales, 


every advertiser knows that. But, did 


| you know that you can obtain a ready- 


made 


subje 


Write for Our Catalog 


An idea boagk, more than 1200 
photographs, a headline in each. 
We bill you $5.00 and refund it on 
your first order of $10 or more. 


ata 


425 South Wabash Avenue 
New York 


» stock photograph of almost any 


‘ct. from almost any part of the 


world?’ Instant delivery from our files 


fraction of the cost of a specially 


posed photograph. Write. wire or phone 


we ll rush prints on approy al. 


KAUFMANN & FABRY CO. 


Commercial Jllustrative Photographers 


- CHICAGO - 


Representative: 


Harrison 3135 


Ferdinand S. Hirsh, 122 East 42nd Street, Phone Caledonia 5-4594 


MOST THOROUGHLY EQUIPPED PHOTOGRAPHIC PLANT IN AMERICA 
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‘lubs Association annual convention, 


Coming 3alt Lake City, Utah. 


June 20-23—Advertising Federa- 


GLASS HOUSES | KMAC Plan Disposes of | 
Surplus Record Stock; U.S. Company Makes 


iding ¢ meardea wa of | ‘ . : : 
Deciding that 15,000 records were | Flags for Coronation | * tion of America annual convention, 
too many for KMAC, San Antonio, | Mate fj ah | onventions Hotel Pennsylvania, New York. 
Howard W. Davis, general manager Verona, N. J., March 10.— eo on ; 
. - es rey rH eae rapa , Aug. 23-27— Photographers’ Asso- 
| devised a free gift feature of 5,000 Coronation of George VI on | iatic f Americ annual c re 
| records for the Nevlo-Starkist Derby, | May 12 has Annin & Com- Mar o0 . ; -e - - : H " _ — Se 
il sponsored by Nevlo, for nerves, and | pany busy filling orders for > arch 20.— Audit Bureau of Cir- — snerene otel, Caleago. , 
Ss | Starkist Flotation tooth paste. 7.000 flags which will fly in culations board meeting, The Home- Sept. 13-16— Annual convention, 
B | Samples of the records are run | the streets of London Mon- stead, Hot Springs, Va. Financial Advertisers Association, 
d each Sunday from 3 to 4 p. m. Lis- treal, Sydney, Capetown and March 23-26— American Manage- | Syracuse, N. Y. 
d teners receive one record for each | atti po tray i ’ the British ment Association Packaging Exposi- Sept. 23-25 — National Industria] 
carton of Nevlo or Starkist brought z : ae P i tion, Hotel Pennsylvania, New York. | Advertisers Association annual con- 
e to the studios Empire joining in the cele- + tg - 5 f 
é . scaukiioem | May 11-15—Lithographers National | vention, Edgewater Beach Hotel, 
, sama _ : | Association annual convention, White | Chicago. 
, To Wildrick & Miller Sulphur Springs, W. Va. Oct. 11-15—Direct Mail Advertising 
N ‘ : | May 17-19— Southern Newspaper | Association annual convention, Hotel 
a rg , 2 rporation, Long | : oy " 
f aot ta a - " Seg | Roberts Named Publishers Association annual con- | Statler, Cleveland. 
n Wildrick & Miller, Inc., New York] Richard Paul Roberts has been ap- | vention, Hotel Arlington, Hot Dec. 6-11 “Annual Exposition of 
k |agency. Consumer, architectural and pointed sales manager of the Rob- | Springs, Ark. Chemical Industries, Grand Central 
| trade publications will be used. erts Coal & Supply Co., Columbus, 0. June 3-17 — Pacific Advertising Palace, New York. 
1 
a | el a 
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; This vari-colored sign, made of tru-flex 
§ glass, has been developed to house | 5 
| either neon or ordinary illumination by 
Owens-Illinois Glass Co., Toledo. ‘ ” 


d 

: pone i nines 

- Be 

: ensus Tracts 
s\ ; if +. NY 

Give Complete | GENTLEMEN, WE MAINTAIN THAT -\ ts ‘wae | OBJECT, your Honor, on 


e fy ° | MAN MARKET NUMBER 1, REACHED ed NA) “J THE GROUND THAT SPORTSMENS 
Toledo Picture LY In . 


: , BY NATIONAL SPORTSMAN AND PUBLICATIONS ARE TOO SPECIAL— 
, nets ae ae ae HUNTING & FISHING, 1S THE (ZED TO PULL EFFECTIVELY FOR 
, the entire market, but in every sec- Most RESPONSIVE READERSHIP ADVERTISERS OF GENERAL 
n tion of the city, has been issued by - ————— 
h the Toledo News-Bee, Scripps-How- FOR ALL KINDS OF MERCHANDISE MERCHANDISE. 
« ard newspaper. The new picture of Mu 
“The Metropolitan Toledo Market” PURCHASED BY MEN. 
—_— is made possible by employment of 7 


V census tracts. 

1 The census tract is described as ‘a 
‘ constant geographical area of ap- 
Kk proximately the same _ population 
S 
] 


size.’ Since boundaries of the cen- 
sus tract, once established, never 
change, all data collected may be 
compared with data collected for the 
same area at any other time. Thus 
trends in the movement and char- 
acter of the population as well as the 
economic conditions and dwelling 
characteristics existing within each 
tract may be ascertained. 


* 2 


YOUR HONOR, TO REFUTE 


& 


Not only the proportions of native THIS OBJECTION | SUBMIT 
white, foreign born and negro popu- 
lation, but the kinds of dwellings in THIS CLEAR-CUT EVIDENCE 
which they live, are given for each OF OUR READERS’ 
of the 65 census tracts in Toledo. 
The numerous colored maps in the RESPONSIVENESS TO 
survey include one which shows at a GENERAL MERCHANDISE 


glance where the 16 best tracts, from 
the marketing viewpoint, are located. 
The same map indicates the location 
of the second best, third best and 
bottom 16. It is completed by other 
maps showing the location of retail 
drug, grocery, and liquor outlets. 


ADVERTISING,” 
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Picks Issuance Dates 
The summer issue of the Butterick 
Fashion Magazine will be placed on 
sale May 15, the autumn issue Aug. 

15, and the winter issue, Oct. 15. 


4 


CONVINCING. IT COINCIDES WITH A RECENT 
INDEPENDENT SURVEY WHICH PROVES 

THAT SPORTSMEN BUY MORE CARS, DRIVE 

THEM 42% FURTHER, CONSUME MORE LIQUOR, 
TAKE LONGER VACATIONS, ETC...THAN THE 
AVERAGE BUYING PUBLIC REACHED BY 
GENERAL MAGAZINES 


“OBJECTION OVERRULED! te pirecr 
EVIDENCE* SUBMITTED 1S CONCLUSIVE AND 


Half-minute programs ready for these 
industries Bakeries, Credit Jewelery, 
Credit Clothing (Men and Women’s) 


Loan Companies, Laundries, Used , 
Cars, Optometrists. A proved suc- f 
cess. Plenty of action, finest sound 

effects... 30 seconds of drama, 30 \"" 
seconds for your commercial an- 
nouncements... exclusive rights in 
your city. Send $1.50 for presenta- 
tion record. Deposit refunded. ACT 
NOW’! Any one of above subjects 


26 dramatized skits *26 
RADIO PROGRAMS DIVISION 


WALTER BIDDICK CO. 
508 Chamber of Commerce Bldg 
Los Angeles, California 


*Write for your complete 
copy of “EVIDENCE” 
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ESSAY LEAFLETS — 
IN BIG DEMAND: - 


25,000 MAILED : 


Chicago, March 11 
VERTISING AGI 


With the Ab- 
essay contest in Its 
third week, interest reached a new 
high point as requests for more than 
1,500 leaflets were received from high 


school teachers, school board officials, | 


and university and college instruc- 
tors, and hundreds of individual re 
quests came in from — students. 
Already more than 25,000 leaflets 


have been distributed, and hundreds 
more are going out daily. 

Advertising clubs throughout the 
country have taken up the banner, 
also, and scores of clubs are publish- 
ing information about the contest, 
while requests for leaflets and other 
printed matter which can be distrib- 
uted to local high schools and col- 
leges, arrive in every mail. 

The Advertising & Sales Associa- 
tion of Spokane, through Frank J. 
Zoerlin, manager, reported that it 
will place contest details in the hands 


PLANS FOR SECOND QUARTER NESCO CAMPAIGN 


ate ya 
we 


, 


of the president of every college and 
of every high school 
in Spokane and the surrounding dis- 


NASMUCH as we sometimes have to 

buy advertising as well as sell it, we 
realize there are times when any sales- 
man’s call seems more of a bother than 
anything else. 


But look, kind friend: Even though we're 
selling radio time, we’re also trying to sell 
you some help. . . We know things about 
the radio aspects of your markets that you 
ought to know. We've got the low-down 


FREE & PETERS. inc. 


WHO Des Moines 
WGR-WKBW __ Buffalo 
WHK-WJAY Cleveland 
WHKC Columbus 
KMBC Kansas City 
WAVE . Louisville 
WTCN oe 
Minneapolis-St. Paul 
KOIL Omaha 
KOIN-KALE. . Portland 
KSD St. Louis 
WEBL Syracuse 
KOL .. Seattle 
WKBN Youngstown 


trict. 
Philip J. McAteer, president of the 
Advertising Club of Boston, requested 


on some of the radio problems that some- 
times worry you. We are thinking radio, 
hearing radio, learning radio all the time. 
And everything we dig up is yours for the 
asking. 


So why not ask? Next time one of our 
boys comes in. tell him your troubles and 
let him do his stuff. You'll find it worth 
vour while. 


|student organizations at the Univer- 
|sity of 
|allotment of $25 for 


ing out this program for essay com- 


| students. 


lager of The Minnesota Daily, regard- 


president, 
| 


Meeting in Milwaukee, National Enameling and Stamping Co. executives lay plans for second quarter advertising breaking in 
April magazines. Left to right are H. H. Dooley, merchandising manager, Dale D. Karstaedt, advertising manager, James F. 
Howard, secretary-treasurer; Alfred J. Kieckhafer, president, E. P. Altemeier, district manager, G. C. Davis, sales director. 


350 leaflets for distribution in that 
area, and wrote: “I am heartily in 
accord with your contest. You are 
doing a great job. Nothing would 
please me more than to have some 
one in Boston win one of the capital 
prizes.” These are typical of offers of 
co-operation which have been re- 
ceived from a score of advertising 
clubs throughout the country. 


Requests from Everywhere 


Requests for leaflets, with the in- 
formation that many students are 
interested, have come from all types 
and kinds of educational institutions 
|and educators, including such widely 
scattered institutions as Colorado 
State College, Lincoln High School 
|of Cleveland, Bucknell University, 
| Boston University, Butler University, 
| City College of New York, Dartmouth 
|College, University of Wisconsin, 
| Dallas Technical High School, Earl- 
iham College, Gloversville High 
School, Louisiana State University, 
Mount Mary College, James Monroe 
High School of New York, and others 
too numerous to mention. 

At the University of Minnesota the 
student newspaper, The Minnesota 
Daily, is operating a local tie-up con- 
test, as announced last week. The 
publication will offer $25 in cash 
prizes to local winners, after which 
all essays will be submitted to ADVER- 
r1sING AGE for judging in the na- 
tional competition. 

C. S. Geddes, financial adviser for 


confirming the 
local prizes, 


Minnesota, 


wrote: 
Others Urged to Help 


“Let me congratulate you on carry- 


petition for high school and college 
You have undoubtedly re- 
ceived information from Alfred De 
3uhr, undergraduate business man- 


ing our plan here to stimulate entries. 
I hope other college publications will 
follow with every aid to make your 
competition a success.” 

From H. J. Payne, executive vice- 
Associated Business Pa- 
pers, Inc., came congratulations on 


Ayer’s Seventh 
Typographical 
Contest Opens 


Philadelphia, March 9.—The 
seventh national exhibition of news- 
paper typography open to all daily 
English language newspapers in the 
United States was announced by 
H. A. Batten, president of N. W. 
Ayer & Son, Inc., sponsor of the ex- 
hibit, to be held here. 

More than 1,900 daily newspapers 
will be invited to enter their issues 
of Thursday, March 4, to be judged 
on the basis of typographical excel- 
lence, make-up and press work. 

The Francis Wayland Ayer cup 
will be awarded the winning paper 
The cup becomes the permanent pos- 
session of the paper winning it three 
times. Certificates of merit will be 
awarded in each of three circulation 
divisions—under 10,000, from 10,000 
to 50,000, and over 50,000. 

The first cup was awarded perma 
nently last year to the New York 
Herald Tribune after that paper had 
won it three times in six annual ex 
hibitions. It also had been received 
twice by the New York Times and 
Hartford Courant. 


Katz Builds Staff 


David Decker has been added to 
the Detroit sales staff of E. Katz Spe- 
cial Advertising Agency, New York. 
Stanley Ruelman and Richard Nich- 
ols have joined the Chicago sales 
staff. 


a 


Names Phillips Agency 


The Empire Shoe Stores, operating 
a shoe chain in New York and prin- 
cipal cities in the east, have ap- 
pointed Edwin M. Phillips & Co., New 
York, to place advertising. Fred 
Victor, Jr., is account executive. 

“El Dia” Appoints 

M. D. Bromberg & Associates, Inc., 
New York, has been appointed repre- 
sentative of El Dia, daily of La Plata, 
Argentina, and of Mundo Al Dia, 


weekly published at Bogota, Colom- 
bia. 


oo RUSH! 


the essay competition, “We can think 
of no better means to dramatize to 


|the oncoming generation the place of | 


WIS _Columbia | 
WOC Davenport | 
WDAY Fargo 
KTAT Fort Worth | 
WDRC Hartford 
WNOX Knoxville 


KFAB. ._Omaha-Lincoln 


WMBD Peoria 
WPTF Raleigh 
KVI Tacoma 
KTUL Tulsa 


FREE, JOHNS & FIELD, inc. 


| 


advertising in the economic scheme | 
of things than to focus the attention | 
of high school and college students | 
on present-day contributions of ad- | 
vertising to the community,” he said. | 

G. L. Crain, Jr., publisher of Apb-| 
VERTISING AGE, was interviewed on | 
the contest during the “High School 
Reporter” program on WMCA, New 
York, today. He explained the pur- | 
pose of the contest and outlined rules 
for entrants. 


Bank Uses Car Cards 

One of the largest car card spaces 
ever to have heen taken in Long 
Island Railroad trains will be used 
by the Dime Savings Bank, New 
York. Newspapers and radio will 
also be used. Austin Advertising 
Agency is in charge. 


SHIP BY... 


AIR EXPRESS 
2500 Miles Overnight! 


It’s the complete, nation-wide service 
for dead-line coverage. Cost low and 
economical. Day and night deliveries to 
216 cities, and points between, in the 
United States and Canada. Also’ direct 
to Honolulu, Guam, Manila and 32 
Latin-American countries. Prompt pick- 
up and delivery without extra charge. 
For service and information, phone the 
nearest Railway Express office. 


AIR 
EXPRESS 


DIVISION 


Raitway Express AGENCY 
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e | Cut-Rite to Reach S A d cure for ‘loss-leaders’ is an amend. | Harris Joins Gre 
Earnings of R. B. Davis Sales Co., Hoboken ays MENAMENE | inert ot the Trademark Law, thus | Ralph Harri il rece 4 
|N. J» has appointed the Charles | . creating a situation whereby any |iicity director “of Frank & Seder, 
ti Dallas Reach Company, Newark, to | Would Abolish holder of a registered trade-mark Pittsburgh department store, has 
ver 1isers handle advertising for Cut-Rite, a| could create a lien or encumbrance been named an account supervisor 


wax paper. Newspapers, consumer | 


. b | 
magazines and trade papers will be Loss- Leaders 


Packing used. : 


The report of Beech-Nut 


», and subsidiaries, for 1936 a 
ows het profit of 2,709,039, Leaves Electrographic Boston, Mass., March 9.—The chief 
ainst $2,273,757 in 1935. 9 ae liga ae 0 __| reason for the proposed amendment 

vgepey Stanley Nowak has resigned as to the Trademark Law is to elimi- 


general sales manager of the Electro- 


General Outdoor Advertising Co., nate “loss-leaders,” Leavitt C. Par- 


graphic Corporation, New York. He ; 
Ine., and subsidiaries rolled up net will announce future plans April 1. sons, publisher of the New England 
profit of $726,596 in 1936. A net loss Poultryman and The Apothecary, and 
$41,802 was sustained in 1935. collaborator with Representative 
vv, Appoints Martin Wright Patman in the drafting of 
Net income of $2,825,261 was | Martin Advertising Agency. New | the amendment, told ADVERTISING 
irned by American Home Prod-|yor~ has been named advertising | 46": 


“Since ‘loss-leaders’ are almost ex- 
clusively offered in nationally adver- 
tised trade-marked goods, the best 


ts Corporation and subsidiaries in 
1936, against $1,729,708 the year 
before. 


| and sales counsel for the Star Over- | 
‘all and Uniform Mfg. Company, 
| Brooklyn, . e # 

v v = 
The Cream of Wheat Corporation | 


nd subsidiary report net profit of 
$1,403,820 in 1936. 
v v v 

Profit of Gillette Safety Razor 
Co., amounted to $4,975,888 in 1936, 
against $4,568,804 in 1935. The 
total number of blades sold in 1936 | 
again established a new high rec- | 
ord. | 
Tests of the company’s new| 


brushless shaving cream _ indicate 
favorable consumer acceptance, and 
it is expected that eventually it will 
be marketed nationally, S. C. Stam- 
pleman, president, said. 
v v v 

Borg-Warner Corporation and sub- 

sidiaries report net profit of $8,326,- 


865 in 1936, compared with $6,982,- | . 
732 in 1935, and $3,753,348 in 1934. 
vey ‘y 
The Studebaker Corporation re-| 3 
ports consolidated net profit of $2,-| pe 
187.782 for 1936. The corporation| @ 
sold 91,999 passenger and commer- Pe 
cial cars in 1936, and net sales, in- EN 
cluding parts, etc., amounted to| B® 
$68,928,723. | 
Published registrations of new] @ 


passenger cars in the United States 
show that Studebaker registrations] @& 
increased 71 per cent against 24 per 
cent for the industry, in 1936 oe] 
pared with 1935. | 
v v v 
Net earnings of The Parker Pen| 
Co. were $621,494 in 1936, compared 
with $447,950 in 1935. The dollar | 
volume of domestic sales for the| 
parent company showed a gain of 
more than 25 per cent over 1935. | 
v v v 
Net income of The Curtis Publish- | 
ing Company in 1936 was iaaaiel 
v v v | 
Scott Paper Co. and subsidiaries | 
report net income in 1936 of $998.,- | 
011, against $938,754 in 1935. Sales 
for 1986 were $11,624,476, largest in 
the company’s history, and com- 
pared with $10,206,961 in 1935. 
v v v 
preliminary report of the 
Pennsylvania Railroad for 1936 
shows net income of $38,742,092, 
against $23,849,798 in 1935. 
i 


The 


ROTO-TYPOMETER- - 


{ New and Scientifically Sound ; ie ie toa 
Copy-Fitfing Device 


Will tell you in a jiffy: 

what size and faces of type 
will fit your copy and space 
how much copy will fit your 
space in the type you select 
how much space your copy 
will occupy in any size and 
face of type. 

what size cut any photo or 
drawing will make. 

w to reduce a number of 
photos in the same focus 
the equivalent weight of any 
ize of paper stock 


Eliminates alterations and costly 
delays . Saves its cost every 
‘ime it is used. 


IN USE TODAY IN THE NATION'S 
LARGEST PRINTING HOUSES AND 
ADVERTISING AGENCIES. 


SENT WITHOUT OBLIGATION 
ON TEN-DAY APPROVAL 7 


plete with celluloid Copy Scale 
\o advance payment required. 
Just a simple request on your 
regular business stationery. 


C. V. WILSON, 354 Roger 
Williams, Highland Park, Il. 


oe ———— ————— es —— ——S== = — — 


UCED EITHER BY OFFSET OR 


on that trade mark in the form of a 
minimum resale price schedule that 
would, in effect, operate as does an 
easement in real estate,” Mr. Par- 
sons stated. 
Mr. Parsons asserted that the man- - ne ; 
ufacturer who files such a _ price A. Cremeans & Co, Baltimore, 
: |have been appointed to handle adver- 
schedule really offers an open con- | tising of C. Hoffberger Co., Property 
tract when accompanied by proper | Sales Co., Parisienne Dyeing & Clean- 
notice to any man who buys or dis-|ing Co., and United Sanitary Chemi- 
plays the trade-marked goods. }cal Co, 
“The passage of such a law would | - 
avoid the cumbersome forms of ver- ° 
tical written contracts which are Heller to Rickard 
Heller Bros. Co., Newark, N. J., 
maker of files and small tools, has 


now required to protect trade-mark 
holders in all present state fair trade | appointed Rickard & Co.. New York 
to direct advertising. 


and specialist in national retail pro- 
motion for the Grey Advertising 
Agency, Inc., New York. 


Name Goldman 


laws,” he said. 
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Safe Driving 
Is Theme for 
Oil Companies 


New York, March 11.- 
tional advertising directed to motor- 
ists with a view to increasing their 
driving skill and motoring happiness 
is meeting with conspicuous success 
today. Shell Union Oil Corp., New 
York, broke a spectacular seven-col- 
umn newspaper campaign last week, 
while Continental Oil Co., Ponca City, 
Okla., continued its series along the 
same lines, 

New York’s new traffic code, a sub- 
ject of discussion on three out of every 
four tongues in the metropolis this 
week, afforded Shell Oil a timely op- 
portunity to review, in word and pic- 
ture, the chief provisions of the new 
laws, in each instance listing the 
cash fines or imprisonment to which 
violators are liable. The advertise- 
ment featured a two-column news- 
paper “streamer” headline, “New 
Traffic Laws Now in Effect.” 


Lists Chemical Properties 


Below the graphic portrayal of the 
traffic story was a brief sales mes- 
sage reminding motorists that “stop 
and go driving is the costliest kind.” 
The chemical properties of Super- 
Shell were listed and the gasoline’s 
advantages in heavy traffic stressed. 
J. Walter Thompson Co., New York, 
is the agency. 

Conoco’s campaign is now running 
in 1150 newspapers throughout the 
country and is being released through 
Tracy-Locke-Dawson, Inc., New York. 
Seven different driving tips are fea- 
tured in as many advertisements, 
each dealing with an accepted funda- 
mental that is calculated to eliminate 
common winter motoring headaches. 

The first of the series suggested 
simple precautions for better winter 
car performance; the second stressed 
the advisability of shoving down the 
clutch pedal before touching starter, 
ignition or choke; the third warned 
motorists against closed garage doors 
and set down the A-B-C’s of winter 
starting; the fourth dealt with the 


Institu- | 


PUNCH FOR CALVERT 


| 


W. W. Wachtel (right), Calvert Distillers 


Corporation vice-president, and Jack 
Dempsey, former heavyweight champion, 
last week inaugurated Calvert's new 
Miami spectacular by remote control 
from Dempsey's New York hotel. 


way to “choke 
the fifth concerned the futility 


proper 
pert”; 


of racing the motor on nippy morn- 
ings; the sixth suggested turning the 


engine over a few times before turn- 
ing on the ignition; and the last of- 
fered a few tips on how to lend a 
helping hand to a neighbor if his car 
is dead and you feel inclined to “give 
him a shove.” 


“Star-Times” Promotes 
Wilson, Prendergast 


Frank J. Prendergast has been 
named national advertising manager, 
and James B. Wilson, local advertis- 
ing manager, of the St. Louis Star- 
Times, Cliff W. Aubuchon, advertis- 
ing director, has announced. 

Mr. Prendergast was in charge of 


automobile advertising for nine 
years. Mr. Wilson joined the local 


staff three and one-half years ago. 


Lines Back to Outdoor 

Fred W. Lines, advertising man- 
ager of the Automotive Daily News, 
has resigned to re-enter the outdoor 
advertising field as vice-president of 
Macdonald Advertising Co., Detroit 
He was formerly general sales man- 
ager of Walker & Co. 


Opens Atlanta Office 


West-Holliday-Mogensen Co., Ine. 
San Francisco, has opened an Atlanta 
office at 302 Grant Bldg., in charge of 
R. L. Watkins. This is the com- 
pany’s tenth office. 


TANGEE skips 


duplication for an 


LL-NEW MARKET 


Is With a magazine list adding up to 
twenty-six million circulation, Tan- 


gee—through Cecil, Warwick & Leg- 
ler—was certainly reaching the big- 
town prospects. 
per prospect we don’t know.) But 


(How many times 


they know that good cosmetics are 
used a lot in Small Town America 


as too. 


So they've done something 
about it! 
Household Magazine’s 
largest circulation in Small Town 


They’ve put on The 
1,875,000— 


America Specifically. 


big, just ‘ 


your 
you a 


Maybe your own list, no matter how 
‘fringes out” in Small Town 
America, where Household can give 
specific, 


highly-Recovered 


market of 1,875,000—ALMostT ALL- 


Distribution? 


THE 


New For You. 


HOUSEHOLD 


MAGAZINE 


New York Chicago 


Arthur Capper, Publisher, Topeka, Kansas 


Detroit 


Cleveland 


like an ex- 


San Francisco 
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Getting Personal 


Col. Gilbert T. Hodges, of the executive board of the New York Sun, 
and Roy S. Durstine, president of BBDO, have been appointed chairmen 
of the publishers’ division and advertising division, respectively, of the 
Commerce and Industry Committee of the Salvation Army... 

How to be happy though employed: Fred Wile, director of radio 
publicity, Young & Rubicam, and Mrs. Wile are vacationing in Miami, 
returning next week. .. J. R. Poppele, chief engineer, WOR, will be 
back Tuesday or Wednesday from his 18-day cruise to the West Indies 
and South America with Mrs. Poppele and daughters, June and Lor- 
raine. They visited Puerto Rico, Trinidad, Colombia, Venezuela, the 
Canal Zone, Jamaica and Cuba. . . Atherton Hobler, Benton & Bowles, 
is fishing in Florida. William Lewis, CBS v-p, has returned from 
Bermuda. Newlyweds Mr. and Mrs. Franklin Quinn (a.m., Philco 
Radio & Television Corporation) sailed on the Oriente for a month’s 
stay at the National Hotel, Havana. A. L. Miller, a.e. of Edwin, 
Wasey & Co., and Mrs. Miller are aboard the French Liner Paris headed 
for Plymouth and Havre. . George Vos, in charge of radio for the 


Texas Company, is now in Hollywood keeping an eye on Eddie 
Cantor. 
George Wasey (E-W) and Cornelia Palmer, Geneva, N. Y., are 


making definite plans. .. The engagement has been announced of Mary 
Owings Shriver, Baltimore, to 

Rutherford Stuyvesant Pierrepont, SUN STROLL 
Jr., of Far Hills, N. J. Mr. Pierre- 
pont is head of the University Ad- 
vertising Agency, and the New 
York Evening Post was originally 
the property of his family. . . 

Leonard Dreyfuss, president, 
United Advertising Corporation, 
Newark, N. J., has set some kind 
of a record—three days, three 
states, three speeches in his new 
capacity as chairman of publicity 
for the National Safety Congress. 

Henry Legler, who has _ just 
moved to Cecil, Warwick & Cecil, 
has now also moved to East 
Seventy-ninth street. .. William B. 
Gellatly, WOR’s s.m., has a new 
daughter. Catherine Wolff, 
young daughter of Western Elec- 
tric’s advertising manager, Wil- 
liam A. Wolff, gets her name in the 
papers regularly for her superla- 
tive basketball ability. 

The New League of Business 
and Professional Women will at 
long last admit the usefulness of 
an occasional man in business and 
will present Honor Scrolls to a 
group of men at a dinner at the _ 
Hotel Biltmore Thursday, March 18, as a new feature of 
Business Women’s Week, March 14-20. Those to be so singled out 
include L. W. Fairchild, representing E. W. Fairchild, president of 
Fairchild Publications; R. A. Gantt, Postal-Telegraph-Cable Company; 
Conde Nast; Ogden Reid, president, New York Herald-Tribune: 
Samuel Reyburn, Associated Dry Goods Company; F. R. Sexauer, presi- 


Leonard Dreyfuss, president United Ad- 

vertising Corporation, Newark, N. J., 

takes a walk in the sun at the El Mirador 

Hotel, Palm Springs, Fla., with his wife, 
during a recent visit. 


National 


dent, Dairymen’s League; John Sloane, president, W. & J. Sloane; 
T. J. Watson, president, International Business Machines Corpora- 
tion. . 


“You just can’t imagine how much it means to see—see the 
changes in people and auto designs and everything in one brief year,” 
says W. B. Kastor, secretary, H. W. Kastor & Sons Advertising Co., 
Chicago. After two years of failing sight and eight months of almost 
total blindness a recent operation by Dr. Harry Gradle completely re- 
stored Mr. Kastor’s vision. .. 

Jack Louis, v. p. of Needham, Louis and Brorby, Chicago, was in 
Hollywood checking up on broadcasting conditions on the West Coast. 

. Victor H. Hanson, publisher of the Birmingham News and Age- 
Herald and past president of SNPA, is spending his winter vacation 
with Mrs. Hanson in Miami. . 

Believe it or not, Charles G. Crabb, a.m. of Wrought Washer Co., 
was in charge of the annual “raspberry” session of 
the Milwaukee Association of Industrial Advertis- 
ers March 11... 

Charles Spencer Hart, b.m. of Elks’ 
and a former teacher of American 


Magazine 
history, has 


written a new book about forgotten heroes who 
aided the father of our country. The book, “Gen- 
eral Washington’s Son of Israel,’ was published 


by J. B. 
The Adcraft Club of Detroit has decided to pat- 
its annual Spring Frolic after the Gridiron 
Club plan which is invoked annually in Washing- 
ton. Gordon G. MacEdward is general 
of the affair to be given May 21... 


Lippincott Co. 


tern 


chairman 


Joseph K. Close, of Sun Advertising Co., who C. S. Hart 
was given the Achievement Award of the Junior 
Chamber of Commerce of Toledo for outstanding 
service to the community in 1936 was chosen to 


keep the Gold Key from a group of 17 nominees. 

He is 29 years old... 

Jack (“Alka-Seltzer”) Downey, Barron G. Collier, 
| Ine., known to his friends as the Effervescent Kid, 
and Charles S. Beardsley, of Miles Laboratories, 
Elkhart, Ind., are touring the Pacific Coast. . . 

Col. K. G. Martin of the Frank Presbrey Com- 
pany has been elected a vice-president of the Edi- 
son Pioneers, a group which was associated with 
Thomas A. Edison during the development of his 
inventions, and to the executive committee of the 
~ Norwegian-American Chamber 


_—_ of Commerce. 

J. K. Close Austin N. Liecty, publisher of the Schenectady 
Gazette, presented to the city library bound sets of 
the daily over a period of years. . . William J. Wells, president of .. 
Bamberger & Co., Newark, has sailed with Mrs. Wells on an 18-day 
cruise to the West Indies, while Harold Brightman, v. p. and general 
merchandise manager of the store, has just returned from a West In- 
dies cruise, where he was accompanied by Mrs. Brightman. . . 


Three Kinds of 
Retailers Pass 


Their ’29 Peak 


Washington, D. C., March 9. 
Though 1936 retail sales amounted 
only to 77 per cent of the all-time 
peak set in 1929, three types of re 
tailers exceeded their 1929 volume, 
according to an analysis by Nelson 
A. Miller, chief of the retail trad: 
section of the Bureau of Foreign and 
Domestic Commerce. They ar 
filling stations, whose 1936 sales 
were 127 per cent of those of 1929; 
eating and drinking places, 127 per 
cent; and mail order, catalog only, 
103 per cent. 

Total 1936 retail sales are fixed at 
$37,940,000,000, an increase of 14.4 
per cent over 1935. 


Ratio of Others 


The relation of other classifica- 
tions to their 1929 “‘par” is given as 
follows: food group, 83 per cent; 
farmers’ supply and country general 
stores, 51 per cent; department, dry 
goods and general merchandise, 76 
per cent; variety stores, 94 per cent: 
apparel group, 71 per cent; automo- 
tive group, 73 per cent; furniture 
and household, 59 per cent; lumber 
building and hardware, 62 per cent; 
drug stores, 80 per cent; jewelry 
stores, 53 per cent; others, 65 per 
cent. 

Mr. Miller pointed out 
stores, included in the 
classification, made no 
ume in 1936 over 1935. 

“From 1933 to 1935,” he com:- 
mented, “cigar stores suffered an 
actual loss both in number and sales, 
continuing a trend which has been 
in evidence since 1929. The greater 
purchase of cigarettes by women in 
recent years may be an important 
influence in weakening the position 
of cigar stores as outlets for cigar- 
ettes.” 


that cigar 
“all other” 
gain in vol- 


Cullen Opens Branch 
Office at Columbus 


John W. Cullen Co., publishers rep- 
resentative, has opened a branch of- 
lee in Columbus, O., in the A. I. U. 
Building. E. N. Hart, formerly na- 
tional advertising manager of the 
Columbus Citizen, has been placed in 
charge. 

D. I. Skinner, formerly with the 
Register and Tribune, Des Moines, 
Ia., has been added to the company’s 
Chicago sales staff. 


To Exhibit Art 

The 16th annual exhibition of ad- 
vertising art will be conducted April 
16-May 8 in New York by the Art 
Directors Club. Awards for distinc- 
tive merit will be given to work ap- 
pearing in mass magazines, class 
magazines, trade publications, news- 
papers, booklets, direct mail mate 
rial and posters. 


Frank Bell Resigns 
Frank H. Bell, advertising man- 
ager of The Pacific Rural Press, has 
resigned, effective March 31. 


world becomes even better 
copy when it is read by the 
housewives who really buy 
the food—for instance, the 
1,500,000 housewives who 


read 


THE 
FAMILY CIRCLE 


MAGAZINE 


NEW YORK CHICAGO 
SAN FRANCISCO 
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ad PACKAGE WINNER Survey Before K. C. ADVERTISING CLUB HEARS SHOUSE 


137 


Shouse Urges | 
2} WINNERS WILL 
0) TRAVELING Kansas City, Mo., March 10. .| | 
. |“Radio is not a cure-all, and yet| | ap 
ted |} there are few advertising objectives | 
me eee | which cannot be achieved by the} | 
re (Continued from Fage 11) | discriminating advertiser,’ James D 4 | 
ne, et-up Paper Box: A. G. Spalding & 'Shouse, president of KMOX, St. 4 
on _N. Y. C, (Kro-Flite Golf Balls), Louis, told the Advertising Club of | 
dé Broadstreets, New York City (haber- ; - |Kansas City at its luncheon meet Fe Le 
nd ier ensemble), Cannon Mills, Inc., Dedon Laboratories, Erie, Pa., presented |ing here last week. | ‘ ™ > 
ar \. Y. C. (Gift towel box). this lag ecg the plastic containers “There seems to be in radio a|] | oe = 7 | 
; : Lie _— group. Neiner Paper Box Co., Erie, pro- | . . a he : ) Oe * a 
les Shipping Container: The Crown duced the package. | antaee and elusive quality that i Le. , B) | 
29: Cork & Seal Co., Baltimore, Md. | ae Se ‘ - | prevents many of us from ever feel- | — ee se PE. oo PT | 
per Closures), Italian Swiss Colony, San Detroit. Mich. (Hiram Walker Xmas | 2 that at last we “know the an-| | é -— - 4 1 — sz 
ly, I mt isco, Cal. cwene ase), Oxweld | splay), ies Ceieeiiiediien Tne | swers, wbengr ir in eee eee | Merle S. Jones (left), his chief, James D. Shouse, president, KMOX, St. Louis 
Acetylene Co., Newark, N. J. Elkhart. Ind. (Alka Seltzer Barn | we due to the ract that in radio We | and Ray W. Lockhard, president, Kansas City Advertising Club, chat befor: 
at lransparent Cellulose Containers: | “8 = F ; se sd a ‘ : |} deal with a terriffic potential. Like | Mr. Shouse made an address on “Why Radio” before the Kansas City Club 
4.4 South Bend Bait Co., South Bend, | Pance?. —— ad ja high voltage wire, it has a wallop, | : 
=2xcel-Oren ‘ishing Line),|  “#°ninery: Ben Burk, inec., Boston,| ang like a high voltage wire it’s Es ' . 
Sr a eae as ave. | Mass, ("Old Mr. Boston” beverages), | not a good medium to play with.” the most effective radio programs|a smash hit. In this particular cas 
x. Y. C. (Hughes Hair Brush),|Patker Pen Co., Janesville, Wis.) Myr. Shouse advocated the survey-| are those which afford the most|the natural appeal of the program 
a joseph Dixon Crucible Co., Jersey | (Quink), V. LaRosa & Sons, Inc., before-buying method of purchas- | natural tie-up between program and|to the proper audience for the prod 
as City, N. J. (Junior Graph-air Gun). Brookiyn, N. Y. (Macaroni), Swift | ing radio, and gave examples of product, Mr. Shouse drew stories | uct proved the key to success. 
nt: Transparent Bags and Envelopes: Co., Chicago, Ill. (Lard). | how such a survey prevented one from his experience to demonstrate . Discussing station coverage, Mr 
ral Roman Stripe Hosiery Mills, New |advertiser from making a very seri- this parm. Shouse pointed out that KMOX, rs 
iry York, N. ¥. (Rograin Hosiery pack-| Gardner Agency Moves | ous mistake, and aided the network] The first concerned @ company | garded as @ metropolitan station, 
76 age). The Gardner Advertising Co.. New to find, through use of the survey, which violated every rule of logical| recently walked off with the major 
J € r £ eo v Ps a ‘ : 2 a ; n ’ 
nt: Opaque Bags and Envelopes: The| York, will move to new and larger a tailor-made program for another advertising procedure, did not pro- program pesnes = the oth annual 
no- Pamperin Cigar Co., La Crosse, Wis.| quarters at 9 Rockefeller Plaza, | Sponsor. . vide deale) helps or program mer- | National Fiddlers Ass ciation com- 
ire (Pamperin’s American Smoking Mix- April 1. | Expressing the firm belief that | chandising tie-ins, and yet achieved | petition in St. Louis. 
er ture), Paas Dye Co., Newark, N. J.|————— ——————— = — 
(Paas Pure Food Colors). 
Iry Transparent Wrappings: Goetz 
per Packing Co., Baltimore, Md. (Goetz’s 
Pork Sausage), John H. Mulholland 
sar Co., Milford, Delaware (Bentwood 
or” forks and spoons), Riverside & Dan 
ol- River Cotton Mills, Inc., N. Y. C.} 
(Charmspun Diapers). 
m- Opaque Wrappings: Anheuser- 
an Busch, Ine., St. Louis, Mo. (Bud- 
es, weiser Holiday wrap), Beech-Nut 
en Packing Co., Canajoharie, N.Y. 
ter (Luster-Mint Package), Wilbur-Suc- 
in hard Chocolate Co., Lititz, Pa. (Suc: | 
ant hard 5¢ bar). 
On Family: Harriet Hubbard Ayer, 
ar Inc., New York City (Cosmetics), 
Geo. A. Hormel & Co., Austin, Minn. 
(Meat and Dairy products), Eagle 
Pencil Co., N. Y. C. (Pencils). 
Miscellaneous: Pioneer Suspender 
us Co., Philadelphia, Pa. (Leather sus- 
ep- pender-tie case), Johnson & Johnson, 
of- New Brunswick, N. J. (Pellet Dis- 
U. enser), Pinaud, Inc., New York City 
ad (Gentlemen's Saddle Bag). 
in Labels & Seals: John Morrell & Co., | 
Ottumwa, Iowa (Meat products), The 
the Borden Co., New York City (Eagle |} 
es, rand Magic Milk), The Lowe Bros. | 
y’s ., Dayton, O. (Paint products). 
Closures: Lehn & Fink, Inc., | 
Bloomfield, N. J. (Hind’s Honey &| 
\Imond), Genell Bliss, New York | WHEN YOU KNOW SHE IS Pree 
City (Vitamin Beauty Preparations), 
ad. Dental Products Laboratories, Spring- 
de eld, Mass. | 
me HA rue Washvurn Co. Worcester, Mass | FOR TWO GLORIOUS HOURS 
ap- | The Washburn Co., Worcester, Mass | 
ASS Vend-A-Pak display), Russia Cement | 
ws- Gloucester, Mass. (Lepage’s Fix | a 
te- t) Mets ‘extile Corporation, > 7, A ‘ . 
gg i. aes ai de @ Up to now, advertising has not been an Motion pictures with sound breathe life 
ii al a edad exact science in spite of charts, research and into every selling message! 
an- Y . wwick N ynnson’s ‘ — 
1as ea a | psychology. And it never can be, when you Through the GSA coast-to-coast network 
_ = | don’t know exactly how many readers or of motion picture theaters you can show 
hearers you get for your “‘space’’ dollars. your playlets to as many or as few as desired 


So— make a “‘date”’ with your prospects at of 25,000,000 people per week — at a cost of 


the movies! Introduce your advertising from less than 13 of a cent per reader and hearer! 


the screen to a Avown number of people. 
Get the New, Authentic Brochure on 


Here is the one place you may tell your sales 
MINUTE MOVIE Advertising—FREE! 


MR. NELSON 


of Blackett-Sample-Hummert, 


story at a time when your prospects are 


Inc, | relaxed ... when nothing else is present to Write today for your copy of this story of 
fer Congratulations on your new posi- ° . : : 1c] 
i. at Wa wae ee ee ee, compete for their attention. They get all consumer mouon picture advertising. Learn 
We haven't been able to talk to : . ° ° . : 
uy u personally, as yet, but suggest | your story from start to finish. how other big advertisers are using this 
it you check W M BD's position : . ; - , 
he at a ee eee And this'll be a different “date’’! For sixty “showmanship” advertising profitably. 


ore national and local advertis 


* than any station our size in a | seconds you can show your product in 
e irket our size—served 96 national 


st our size—served 96 nati GENERAL SCREEN ADVERTISING, INC. 
vith advertisers doubling and treb: action and tell about it at the same time. | WRIGLEY BLDG. CHICAGO, ILL. 
£ their budgets in the last 2 | 

E oe Results ong Let us i 
J you, 


” WHBD ~ SHOWS ’EM... TELLS ’EM...SELLS EM 


PEORIA, ILLINOIS 


7 een 
r sti 7 Buving Radio q Ld ie : 
( \ IN oO v as 
TEE ———— 
i | (oS, , : 
, i | " : ee 
. ‘. | | 
Wate ; : 


30 


ADVERTISING AGE 


March 15, 1937 


Gorham Uses 
Wedding Chart 


in New Drive 


LAY PLANS FOR 
‘INTERNESHIPS’ 


tising departments 
Chicago companies, and devote the 
|}remainder of their time to securing 
the degree of Master of Business 
Administration in the graduate divi- 
of Northwestern’s School 
Commerce. 


of co-operating 


sion of 


To support the scholarship feature 


GOVERNOR TYLER TO GOVERNOR CROSS 


Providence, R. 1., March 10.—-With IN ADVERTISING |: the venture, 
a substantial increase in its advertis ithe sum of $6,- 
ing appropriation for the current 1000 has been 
year, the Gorham Company is using J turned over to 
pages in American Home. Brides Chicago, March 12.--Northwestern Northwestern 
Magazine, Harpe Bazaar, House University and Chicago advertisers by the Advertis- 
Beautiful, Junior League, Town 4 will launch an “interneship in adver-| jing foundation 
Country and Vogue. featuring the| Using” plan next September with} trustees, W. 
King Edward pattern scholarship features which have been| frank McClure, 
Gorham advertising strikes a new}|™ade possible by the Advertising| executive  vice- 
note by including “The Bride’s Wed-| *0undation of Chicago. president of 
ding Chart,” a diagrammatic and ex A selected group of applicants,| Critchfield  & 
planatory picture of the wedding| fom among the Co., Max Berns, Gov. Wilbur L. Cross, Connecticut, receives an honorary life membership in the 
party correctly placed. Sketches of | “housands of advertising man New Haven Advertising Club from Leslie H. Tyler (right) New England District 
the wedding procession, at the altar,| YoU"s men and advertising M. A. Berns A. F. A. governor. William Lyon Phelps, (left) Yale University; Mayor John W. 
at the reception, and at the bridalj ¥° ™e who manager. Uni- Murphy, New Haven, and Max Livingston, president of the club, participated in 
table show correct positions of all graduate from iversal Atlas Cement Co. and the presentation. 
participants. colleges an d Homer J. Buckley, president, Buck- | a 
The campaign is backed with an| U"!'Ve"'s! es ley, Dement & Co. | board of governors of the Chicago|men and women. They will have a 
itinerant display featuring 27 best next June, vibe The Foundation was established| Federated Advertising Club, which | chance to observe the ability of thess 
selling patterns in sterling, window be given a year by the old Advertising Council of | Succeeded the Advertising Council in | people for 11 months. No doubt 
displays and direct mail booklets we TAAGVS Se Chicago to administer profits from | Supervising disposition of the fund.|many of the students will be re 
struction and oe ey Seek _.., | The income from the fund, and|tained as permanent employes. 
° actual training _ ee — pet lenge tea grey Pe additional “Northwestern University will be 
Gets Bernson Silk in advertising. x " I ot — aiglpeiaten — tees anes, grants which 7 - able to perform a distinct service to 
Gussow, Kahn & Co., New York T hese stu- ; ; for some ecuestions: sie cmae sare the will be sought Chicago advertising organizations by 
agency, has been appointed to handle dents will hold W. F. McClure betterment of ¢ hicago advertising. from advertis- bringing to this city outstanding 
advertising of the Bernson Silk Mills, | down 30-hour-a- ; The plan for the disposition of the ers, will be used young people who wish to be trained 
New York and Buena Vista, Va. |} week salaried positions in adver-|fund was recently approved by the aisage ; a se age 
to pay full tui- for advertising. 
-_ tion of a number | Companies which desire to Cco-op- 
Gi ra | of the selected erate in the “in- 
students. Each terneship” plan, 
of the students he emphasized, 
will receive a should be _ thor- 
salary, possibly oughly “sold” 
$15 or $18 a on the idea of 
week, from his | training men 
S T R I ? — L Y P EK R S () N :. employment by L. D. Herrold for responsible 
an advertiser. | positions. 
A minimum of 20 students will be| “The student 
accepted for the first year of opera- | should be given 
tion of the “interneship” plan, L. D.|}a thorough 
|Herrold, professor of gp oan of 
told ApverTistnc Acre. The course | what makes the 
will start in September, and end in | W heels go Homer Buckley 
August, 1938. | round in the 
Qualifications for entry include not | advertising department,’ Professor 
only a bachelor of arts degree, but | Herrold declared. “It is not the in- 
: also personality, | tention to place the student away in 
and advertising |@ corner as a mail clerk.” 
ability. | In return for this privilege, Pro- 
Fou r ecom-|fessor Herrold declared, the student 
panies hav e | will be faced with the challenge to 
agreed to accept | produce better results than his fel- 
students as ap-|low-worker who does not have his 
prentices, he| cpportunities. 
said. They are! Northwestern’s School of Business 
Bauer & Black, inaugurated last fall an ‘‘interneship” 
General Outdoor! plan for students of retailing, and 
Advertisin g|the system has proven highly benefi- 
Company, eg cial to both students and employers, 
ley, Dement &| Professor Herrold said. Six Chicago 
: Co.. and Swift & | stores are co-operating, and this num- 
J. K. Laird ‘o. Others are| ber will probably be increased to 
laying plans to|ten in the 1937-38 academic year. 
| join in the work. The interneship plan may establish 
: - ° - 3 2 5 | “For the student,” Professor Her-|a pattern for the teaching of adver- 
T" APRIL, 1937, issue of The National Geographic Magazine will |vold said, ‘this plan bridges the gap|tising throughout the nation, Ken- 
. -_ i. : between business education and ain pod Laird, vice-president in charge 
Carry the largest volume of advertising we have published Since dustry. Often the college-trained man | of advertising, Weco Products Co., 
finds it hard to get a start in ad-|and president of the Chicago Feder- 
May, I 931. vertising. lated Advertising Club, said. The sys- 
: f : “The co-operating employers will|tem will bring many young people 
The May number will contain the largest volume ot color adver- have their pick of the best unproved | of ability to this city, to the definite 
<a 2 z : , timber of prospective advertising | enrichment of Chicago advertising. 
tising ever printed in the magazine. - = 
The owners of the National Geographic—The First Million Families ; : 
in America—are showing their appreciation of this fast- growing Chicago Journal 
realization of the advertising value of their magazine. They are increas- 
| herr | , of Commerce 
ing steadily their purchases of products and services advertised to them. ;, 
- ya Is circulated among men who 
Are you advertising to this rich and responsive market? make the plans for their busi- 
nesses and who depend on daily 
business news to help them. 
= 
THE NATIONAL GEOGRAPHIC MAGAZINE 
Washington, D.C. | : 
} 
e . 
NCW 2. 2 e timely 
NET PAID CIRCULATION EXCEEDS 1,000,000 | f STOCK PHOTOGRAPHS 
e | & Ready-to-use ‘‘Reserve Illustra- 
is. tions’’ submitted 10 days approval 
ei ‘ re : 
Sell the First Million First ¥ Sout coms ane poi A pac thon 
a for advertising use. 
| 
| UNDERWOOD & UNDERWOOD 
a | NEW YORK © CHICAGO -  peTROIT 
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ADVERTISING 
RESELLS COURAGE 
0 KENTUCKIANS 


ouisville, March 11.—‘While no} 
have yet been invented to 
record the height of faith or depth | 


harts 


of depression, we know that adver- 
tising helped to build among our 
people the courage to return to 
their waterlogged homes and begin 
the task of reconstruction.” 

these words, M. R. Kopmeyer, | 


head of the agency of that name, to- 
day told ADVERTISING AGE of the part 
played by advertising in the after- 
math of the most disastrous flood in 


the city’s history. 


Those forced to flee from their 
homes, taking refuge in churches 
and other available buildings, num- 
bered no less than 230,000. They 
faced long ae 
dreary weeks 
of waiting for 
the waters to 
recede, with lit- 
tle to do in the 
meanwhile but 
ponder their 
losses. 

Realizing the 
latent danger 
of loss of cour- 
age, the + atin M. R. Kopmeyer 
element which 
could not be restored, Mayor Ne- 
ville Miller appointed a committee 


on morale, headed by a minister, and 
with Mr. Kopmeyer in charge of the 
advertising. His job was to revive 
the drooping spirits of the refugees. 

“We gave the old-time circus men 
a real lesson in sniping,’ comment- 
advertising man. “We put 

everywhere—on telephone 


ed the 


placards 


poles, in churches, in store windows 
and wherever we could find a dry 
spot. They read, ‘By courage, by 
faith, by working together, we'll 
build a greater Louisville.’ 

“I'll never forget the first cards 
we printed. The only print shop 
which had power also had_ the 


| The 
| rated with a photomural, symbolizing 


wrong kind of presses, so we had to} 
ever | 


esort to handpower. Did you 


ry turning a big cylinder press by | 


and?” 
Printing operations were shortly | 
shifted to Bardstown, where 100,-| 


000 bulletins were printed and dis- 
tributed telling the Kentuckians 
that “Chicago did it! San Francis- 
o did it! Now watch Louisville!” 


Role of Pledge Cards 


Mr. Kopmeyer followed this up 
with pledge cards which were to be 
worn on lapels. The principal slo- 

in was “I dare you to catch me 

t smiling. While the advertising 
ian deplored this bit of copy, it 

ems to have caught the fancy of 
those for whom it was intended and 

green cards blossomed not only 
On men’s coats but on the bosoms 


” 


dresses. 
\s the waters receded, even more 


AFINE HOTEL 


wn the 
| SRAND CENTRAL ZONE 
Opposite the Waldorf-Astorla 
* 
yle, $4 


Peaturing 
daily, 


Double, $6 


two-room suites from $8 
‘ Serving Pantries, Electric Re- 
|| rigeration. 

{| e 

| 

| 


pecial monthly and yearly rates 
e 
Excellent Restaurant 
and 
i Duplex Cocktail Lounge 
1 Air-Conditioned 
Music during Cocktail and 
Dinner Hour 


HOTEL 
125 EAST 50th ST. 
1 WM. A. BUESCHER, Monoger 
| NEW YORK 


powerful advertising copy swung 
into action, many business. houses 
devoting their copy in newspapers | 
to words of encouragement and Out- 
door Advertising Association of 
America, in co-operation with Gen- 
eral Outdoor Advertising Company, 


plastering the city with 24sheet 
posters reading, “Everybody work 
and pull together—Build a_ better 
and a greater Louisville.” 


“We'll never know the part played | 
by advertising in the tragic drama.” 
Mr. Kopmeyer concluded “But if 
it lifted the souls and lightened the 
hearts of even a few of who 
much we will consider it 
been well worth while.” 


those 
lost 


having 


so as 


. . | 
Symbolizes Media 
Lang, Fisher & Kirk, Inc., Cleve- 
land advertising agency, has moved 
to new quarters at 1010 Euclid Ave. 
entrance to the suite is deco- 


all advertising media. 


reproduc 


FRESH AND FAMOUS 


One of the "Freshest Thing In Town" 

series developed for Rubel Baking Co., 

Cincinnati, is on the verge of revival with 

plans being formulated for a national 
campaign. 


Johnny 


| ters were used in the advertising 
| series but, with the addition of the 
radio program, “The Freshest 
Thing” is being confined to Johnny 
Lawrence in newspaper. display, 
poster, motion picture and point of 
tie-ins. 


Ziv Plans to 
Make ‘Freshest 
Thing’ National 


March 11. 


sale 


Cincinnati, ° 
mye Eastern Campaign 


Plans to! 


expand throughout the country the “ 
“Freshest Thing in Town” campaign for Premium Ham 
introduced last fall through Fred- Swift & Co., Chicago, are placing a 


erick W. Ziv, Inc., Cincinnati agency, | heavy newspaper campaign back of 
for the Rubel Baking Company, are| Premium ham for Easter, using two 
being made today | pages, one in color, in a large list of 
The program now embraces news- | 2@WSpapers ; through <_ Walter 
paper, radio, poster, motion picture, Thompson Company, ¢ hicago. 
- : , | Elaborate dealer helps have. been 
point of sale display and wall calen- made available, including instruc- 


dar promotion. 
In addition, each loaf of 
the Rubel Plant 
reproducing a 
Lawrence, the 
character representing 


tions to housewives on how to create 
Easter lilies out of turnips for deco- 
rative purposes. 


bread 
carries a 
picture’ of 
new radio} 
the “Fresh- | 


leaving 
band 


Eagle-Picher in Dailies 

ot eee Se a Eagle-Picher Lead Company, Cin- 

est Thing in Town. , he ee . , . , 
Originally aa a }cinnati, is releasing its first preten- 
riginally, a number of “cute, |}tious newspaper campaign through 

the sponsors describe them, charac-! Needham, Louis & Brorby, Chicago. 


as 


or excellent halftone 
tion...at moderate cost 


CHAMPLAIN Super Calendered is the answer to that common question —“How can we 


be sure of good halftone reproduction without using anexpensive paper?” This moderate- 


ly-priced paper has been expressly made for that purpose...uniform surface, bright 
white color, feeds fast and flat, takes ink smoothly, folds well and bulks high. Send for 
interesting new demonstration broadside. 


Please Address All Requests to Sales Dept. D 


INTERNATIONAL PAPER COMPANY, 220 East 42nd Street, New York, N.Y. 


BRANCH SALES OFFICES: 


Boston Cleveland 


Chicago 


Pittsburgh 
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MORE SPENDERS Far P 


MEANS 
MORE BUYERS 


EOPLE buy more when 
people spend more. 
Paradox? Not at all! 


Clubs are spending 
more because members 
are spending more at their 
clubs. 


The coming season 
promises to be a big one 
—bigger than in any year 
since 1928. Rosters are 
filling up. Waiting lists are 


again evident. Club mem- 


bers are buying from their | 


clubs, and clubs are buying 


| 


to supply members’ wants. | 


With a boom 


season 


plainly ahead, both golf. 


and city clubs are spend- 
ing freely for much need- 
ed replacements, supplies, 
new equipment and_fur- 
nishings. 

Tell America's clubs 
about your product 
through CLUB MANAGE- 
MENT, and you've gone 
far toward creating ac- 
ceptance in this rich and 
active market. 


CLUB MANAGEMENT, 
oldest publication in this 
field, so completely dom- 


inates it that over 95 per, 
cent of club executives 


read it to the exclusion of 


| 


all allied hotel or restau-| 


rant publications. It should 
be your first choice for 


reaching ‘America's Glor-| 


ified Homes." 


CLUB 


Management 


PATTERSON PUBLISHING COMPANY | 


Incorporated 1906 


Also Publishers The AMERICAN RESTAURANT 


5 SO. WABASH AVE., 
55! FIFTH AVE., 


CHICAGO 
NEW YORK CITY 


Chicago, March 11 \ gain of 5.38 
per cent 1s reported by 32 publishing 
organizations in the farm field for 
February These papers carried 790,- 

$2 lime in Febuary, 1937 mpared | 
with 750,164 for the corresponding 
month of 1936 The increase con 
siderably larger than this figure] 

ld indicate, however, as many of | 
the bi-weeklies published thi sues 
in February, 1936, against only two 
the 1937 month 

Monthly farm pape! vorted a 
gain of 18.43 per cent over the 235 
08 lines carried in Februat 1936, | 
the current figure being 337,910. The 
increase of semi-monthlies was 12.55 
per cent, with 100,082 lines in Feb- | 
rual 1937, compared with 88,887 for 
February, 1936 

Bi-weeklies showed a decline of 
7.81 per cent because of the larger 
number of issues published in Feb 
ruary 1936, when the lineage 
smounted to 291,343. The February, 
1937, total is 268,591. 


Weeklies also showed a small loss, 


Paper Lineage Up 
S. 3.38 Per Cent in February 


MULTI- DISPLAY 


| 


Related items are effectively presented 
in this display of Bauer & Black, Chicago, 
for dental tape and dental floss. 


73 per Current 
84,009, compared with 84,626 for Feb- 
1936. 


0. cent. lineage is 
ruary, 

Figures for individual farm papers 
are given in the accompanying table. 


| 
| 


| 
| 


| Wisconsin 


| planning 


| those 


FARM PAPER LINEAGE FOR FEBRUARY, 1956-37 
Monthlies 
Display Classified 
1937 1936 1937 1936 
Pages Lines Pages Lines Lines Lines 
Breeder's Gazette 15.07 6,785 11.07 «986 ta 
| Country Gentleman 54.97 37,381 50.50  34,« 342 4 
Country Home .....-- 44.06 19,827 40.79 18,357 caae ress 
Farm Journal .......... 39.80 17,161 25.70 11,052 2,711 1,980 
Nat'l Live Stock Producer 6.31 4.597 7.99 5,81 7 | 
Nation’s Agriculture ...... 5.33 2,444 4.33 2,056 | 
Progressive Farmer and | 
Southern Ruralist 5 
Carolina-Va. Edition 40.20 29,264 34.19 24,897 
Ga.-Ala. Edition 39.49 28,747 33.66 24,506 
Mississippi Edition 39.57 28,810 31.80 23,142 
Ky.-Tenn, Edition 36.53 26,591 30.60 22,280 
Texas Edition 31.64 23,035 28.26 20,576 
All WGitions ...s«% 27.36 19,915 25.37 18,467 
Average 5 Editions. 37.48 27,289 31.70 23.080 Pr , 
Southern Agriculturist 29.43 20,600 21.80 15,262 1,782 1,534 
Southern Planter ....... 27.99 19,591 20.15 14,108 ans i 
| Successful Farming ae 52.58 23,663 40.41 18,184 1,88 698 
Wyoming Stockman-Farmer 16.00 2,212 *16.00 4,200 297 61 
543.81 337,910 454.32 285,308 
Page size changed in last year. 
Semi-Monthlies | 
Display Classified 
1937 1936 1937 1936 
Pages Lines Pages Lines Lines Lines 
| Arizona Producer 21.16 16,590 15.43 12,101 ee a 
Farm and Ranch.. 23.28 17,606 22.53 17,037 3,670 731 
Hoard’s Dairyman 28.72 20,907 19.96 14,531 Paar — 
Missouri Farmer 9.90 7,764 8.45 6,629 224 112 
Montana Farme} 19.05 14,405 0.81 5.733 ae . ; 
Utah Farmer 15.57 11,768 16.98 12,835 550 438 
Western Farm Life 14.02 10,992 12.78 10,021 2,932 2,420 
131.70 100.032 116.94 S8.887 
Grand Total .1,119.97 790,542 1,044.68 750,164 
Bi-Weeklies 
(Two editions unless otherwise indicated ) 
Display Classified 
1937 1936 1937 1936 
Pages Lines Pages Lines Lines Lines 
American Agriculturist 32.05 23,304 30.63 22,297" 

Zone Advertising 3.09 2,25 Lod 2,455 
Dakota Farmer 18.51 14,295 19.32 14,916* 

Idaho Farme ; 22 36 16.905 929 17.551 2 070 
Indiana Farmer's Guide ri 16,584 26.87 21,068* 3,398 1.966 
Nebraska Farmer 50.96 22,540 38.28 27,872" 

Zone Advertising 8.26 6.016 8.52 6.205 ae ne 
Ohio Farmer 30.76 23,629 30.40 23,350* 2,558 5.040 
Oregon Farmer 24.47 18.504 97 98 91.155 O70 
Pennsylvania Farmet 53.12 25,438 35.76 27,467* 2,709 3,555 
Prairie Farmer: 

Illinois Edition 2.25 30,760 10.90 29,782* 5,499 7,640 

Indiana Edition 35.68 25,977 33.75 24.573 5.499 7,640 
Washington Farme: 26.12 LY,747 28.51 21,561 2 070 
Wisconsin Agriculturist 

and Farmer 28.83 22 608 39.65 31,.091* 

457.61 268,591 387.15 291,343 

* editions 
Weeklies 
(Four issues unless otherwise indicated) 
Display Classified 
1937 1936 1937 1936 | 
Pages Lines Pages Lines Lines Lines 
Dairymen’s League News 8.33 6,064 7.51 5.466 F 

Pacific Rural Press.. 67.64 51.138 67.27 50.857 9.090 8.796 
Weekly Kansas City Star 10.88 26.807 11.49 28.303 10.615 10.782 

86.85 84.009 86.27 84.626 

| Grand totals 1119.97 790,542 1,044.68 750,164 


Offers Trailers 


all-stee] 
be given 
& Fink 


One automobile 
each 
Products 
The Gumps” 
ubmitting a 
Gumps’ trailer 
larg 


trailer will 
week by Lehn 
Company, sponsor 
on CBS to listeners 
Suitable name for the 

entries must include 
Pebeco carton or two 1 
cent size cartons Lennen & Mitchell 
Tne is the age 


awa 


{ 
Oy 


©-S1Z¢ 


ney 


Publicizes New Cream 


Maher-Maidman Associates, New 
York, have been appointed to publi 
cize Duart’s Creme af Milk facial 
ream, by The Duart Sales Co., Ltd., 
San Francisco. The product has a 
primary base of nine oils extracted 
from pure dairy cream Duart has 
planned a comprehensive advertising 
and promotion program 


_ CAMPUS CRITICS 
OF ADVERTISING 
TO HEAR REPLY 


March 
against 


Chicago 11.—Taking 
advertising 

the 
other 


up 
which 
University of 
and institutions, 
Harshaw, account execu- 
of Campbell-Ewald Co., today is 
address the School of 
the University of Wis- 
near future. 

Harshaw is active in 
alumni affairs. His talk 


charges 


are being made at 
Myron T. 
tive 
to 
Commerce at 
consin in the 

Mr. 


sin 


Wiscon- 
to the 


commerce and advertising students, 
a custom of several years standing, 


will touch upon facts 
ADVERTISING AGE 


vestigation of 


disclosed by 
in its current in- 
treatment of advertis- 
in university courses other than 
directly training for business. 
\nother prominent Wisconsin 
alumnus, Wallace Meyer, vice-presi- 
dent of Reincke-Ellis-Younggreen & 
Finn, told ApverRTISING AGE that the 
University of Wisconsin encourages 
free thinking, and that Wisconsin 
graduates probably assay fewer 
“yes” men per hundred than any 
other university group. 
“The present flare-up on 
ject of advertising isn’t nearly 
serious as it sounds,” he said. 
reminds me of the seventh 
fourth chapter of Proverbs, 
dom is the principal thing; 
fore get wisdom: and with 
getting get understanding.’ 
“It seems to me that when some 
of the professors refer to the criti- 
cisms of F. J. Schlink and Stuart 
Chase they are only trying to help 
their students get wisdom. But the 
trouble is a little wisdom is a dan- 
gerous thing—in a university 
room as well as in a business office. 
Mr. Meyer suggests that Professor 
Robert R. Aurner and _ Professor 
Grant Hyde, defenders of advertis- 
ing at Wisconsin, assign to candi- 
dates for higher degrees a study and 


ing, 


the sub- 
as 
“i 
verse, 
‘Wis- 
there- 
all thy 


class- 


” 


analysis of Consumers’ 
Inc. 

“Let these scholars make labora. 
tory and field tests on C. R.,” he 
said. “Let them see if its intent js 
always pure. When these findings 
are written these theses should be 
placed in the university library, 
available for reading in conjunction 
with ‘Your Money’s Worth’ and 
similar gloom books. In this way 
the psychology professors and their 
classes will come better unde; 
standing of their wisdom.” 

Critics of advertising overlook the 
tie-up between advertising and 
wages for workers, he emphasized. 

“That $3 reading lamp example is 
a case in point,” Mr. Meyer declared. 
“The manufacturer is accused in a 
psychology course of having dolled 
it up so that the lamp brought more 
money. 


Research, 


to a 


Nobody Was Hurt 

“Who got hurt by that? Did the 
people who work in the lamp fac. 
tory? No. They got more wages 
on a $5 than on a $3 basis. Did the 
dealer? No. He earned a little 
more net on the larger turn-over, 
Did the consumer? No. He got a 
better lamp, and furthermore proba. 
bly got back part of the $5. 

“How did he get it back? Through 
the fact that if he works for wages 
or salary he earns more when the 
wage level is raised. If he lives 
on dividends he enjoys larger pay- 
ments when the people who make 
lamps earn more money with which 
to buy telephone service, or elec. 
tricity, or automobiles, in which he 
owns shares.” 

Certainly there are bad things in 
advertising, Mr. Meyer pointed out. 
But he believes there is 85 per cent 
good to 15 per cent bad, and that 
this is about the proportion the stu- 
dents at Wisconsin will discover. 


A PERFECT PREMIUM 


A sure-fire hit premium for the coming 
baseball season — a new and different 
baseball game. Your inquiry will bring 
full particulars. 


LUCKY 6 


GAME COMPANY 
1925 East {7th St. 


Brooklyn, N. Y¥. 


SOMETHING TO REMEMBER 
ABOUT PREMIUMS 


When premiums con e both usefulness and sentiment, they 
ha 1 e value. Of 1 itl i these rinket boxes 
mo 1 of Bee e. \vaila a ith a co Vol de ire ot either 
a personal or commercia 1 ) intities. 

nv photo ip! or draw luced directly on 
the ce hese are prem is that deman ntion and that 
will wanted for their utility and remembrance value. The 
idea was developed by Personalized Photo Products, Inc. Fur- 
the information can be ees from Beetl« Prod cts Divi- 
sion of Ame 1 Cyar d Company, 38 Rockefeller Plaza, 


New York, } N. Y ; 
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OHIO MAY TAX 
ADVERTISING IN 


ITS NEWSPAPERS 


Radio Receipts Also Appeal 
to Legislators 


11.—Not 
tax on 


‘olumbus, O., March 
content with imposing a 
wspaper advertising, Representa- 
Frank J. Carroll, of Cuyahoga 
County (Cleveland), added a provi- 
sion to House bill 300 before the 
Ohio legislature which provides 
that the publisher must pass the tax 
along to the advertiser by adding 3 
r cent to his card rate. 
While the measure is believed to 


have little chance to pass, publish- 
ers are watching the situation 
closely. 

Representative Joseph R. Duffy, 
also of Cuyahoga county, thinks 10 


per cent of the receipts of commer- 
cial broadcasters would do much to 
alleviate the suffering of the state 
treasurer and is preparing a bill to 
that end. 

A state Robinson-Patman Act, 
modeled after the national measure, 
has been introduced to the legisla- 
ture by three members of the Ham- 
ilton County (Cincinnati) delegation 
in the House. 


House Bill 36 would make jail 
sentences or fines mandatory for 
“business crimes.” Representative 


Carl F. Wintzer, of Auglaize Coun- 
ty, has listed 25 such offenses in his 
bill, with appropriate punishment. 


Austin, Texas, March 11.—The bill 
prohibiting ‘promiscuous advertising 
of alcoholic liquors’ was killed by 
the House of Representatives this 
week, largely as the results of a 
one-man fight by Representative 
William N. Sewell, publisher of a 
weekly paper at Midlothian. Sewell 
pointed out that the bill would place 
Texas publishers at a disadvantage 


as compared with their contempo- 
raries in other states. 
The bill would have made it un- 


lawful for any person to publish or 


SALES PROMOTERS 


Francis C. Spence, (left) former sales 
manager, Floridagold, Inc., has been 
named to the sales promotion staff of 
Brooke, Smith & French, Inc., Detroit and 
New York. W. W. MacGruder, Hower 
Advertising Agency, Denver, has been 
named to the Natural Resource Finance 
Commission of Colorado as publicity 
director and member of the co-ordinating 
committee. 


disseminate “any advertisement or 
item or propaganda intended to in- 
duce the use or consumption of alco- 
holic liquors in any newspaper, 
magazine, pamphlet or billboard.” 
Liquor was defined as a beverage 
containing alcohol in excess of 4 
per cent. 

11.—Codes 


Albany, N. Y., March 


|for service organizations are pro- 
vided by Senate Bill 849, sponsored 
by Senator Francis J. McElroy, of 
Syracuse. Amendments will proba- 
bly take the form of extending its 


POSTER, DISPLAY 
SPACE TIED UP 


Rex Picks Vichek 


Rex Research Corporation, Toledo, 
has named Gordon Vichek Advertis- 


to increase volume and not outlets, 
there being 25 or more here. 


Monday, display advertisements 


ing Agency of that city to handle ad-| . ,4., . = 
4 . : ‘ . f 336 were launched in the Neu 
vertising of Fly-Tox, Rex Fly Spray,|*" °°” sees pl 
and other products, in magazines, | /@¢ven Journal Vourver and - 
trade journals, and newspapers. Register, the advertisements contain 
7 ing a replica of the poster with 
names of all accounts carrying a 
Blount to Walther - . ying 
representative stock, together with 


James W. Blount, Jr., formerly as- 


the names of accounts and dates on 


sistz g 2 > Better Busi- ; : : 

a hale oe yng eae. ell which demonstrations will take 
been named advertising manager of | place. ; : 
Walther Brothers, Inc., New Or- At the same time a half showing 


leans, electrical appliances. 


can put it to work! 


selling punch! 


GLANCE. 


Your envelopes are mailed to prospects 
and customers throughout America—per- 
haps, all over the world. Give them this NEW 


At small cost, your present supply of en- 
velopes can be PRINTED with attractive, com- 


pelling pictures that tell your sales story AT A 


Write for actual samples and price list. 


- Brt-O- Graphic 1 


— 


HINK of the tremendous SELLING value 
of the “advertising space” on the back of 
your envelopes. You have been buying this 
“space” for many years—NOW, at last, you 


You can use ANY picture on 
—in ANY size. 


scope, druggists and others being 
eager to share benefits of the 
measure. 

The bill authorizes barber and IN NEWMAN TEST 
beauty shops, cleaning and dyers, | | 
clothes pressers and repairers, laun- 
dries, garages and parking lot op: | nay 
erators, rug cleaners, shoe repair-| New Haven, Conn., March 11 A | 
ers and hat renovators to adopt| novel tie-up of newspaper display 
codes of fair competition, provided|and poster advertising is being 
80 per cent of any industry desires] sponsored here this month by I. | 
such a standard. The codes would} Newman & Sons for Practical Front 
be local in scope, though nothing in| garments. The test is being tried 
the act prohibits formulation on a/in New Haven with the thought of 
wider scale. making it nationwide should it be 

successful. 
The purpose of the promotion is 


| of poster panels was opened, 20 of! 


Pictorial Dvds 
..a Unique and Powerful 


sy Lx 
Ny a 
i: x 


SR 337)" | 
; 
iss es os 


TEST TIE-UP 


e- «said seat 


Se 
“é “ 
hn, 


| 
PRACT 
| 


j = hee 


A REVELATION TO WOMEN INCLINED TO STOUTSNESS 


|. Newman & Sons, New York, this month 

are testing in New Haven, Conn., a tie- 

up between poster and newpaper display 

advertising through the Benjamin Eshle- 
man Co., ecunioeuseina 


them illuminated. 

A cash prize for 
display of Practical Front merchan- 
dise during March also is to be 
given the best window. 

C. W. Hine, vice-president in 
|charge of advertising, is in 
of the program. 


the best window 


charge 


RS k 


ANY picture beautifully PRINTED 
on the back of ANY envelope / 


By special process, ART-O-GRAPHIC can PRINT the 


entire back surface of your envelope (as illustrated). 


ANY kind of paper stock 


This exclusive process is NOT photo- 
offset or lithography. It PRINTS pictures to the edges 
(same as “bleeded” page), over two or three thick- 


nesses of paper on the folds. Be modern—use this 


powerful sales producer NOW1 


|] ART-O-GRAPHIC PRINTING COMPANY, inc. 


6 Pearl Street + Boston, Massachusett 


es 
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Oklahoma and | yg 


nd |W. G. KREICKER 
exas Stations | ’ 
‘toJoin Mutual OF INDUSTRIAL 


| 


Chicago, March 11.—Giving Mu-| FIFLD IS DEAD 
tual Broadcasting System full na ’ 
tional coverage on an _ optional} ie 
basis, eight Oklahoma and _ two| 


Chicago, March 8.—Funeral serv- 


ices were held here today for William | 


Texas stations will affiliate with that | 


network in the near future. The Ok ; 
lahoma stations, members of the Ok-|@ Kreicker, veteran industrial ad- 
lahoma network, will join MBS|Vertising agent, who died March 5| 
April 1, with two Texas stations to after a long illness. Mr. Kreicker 
follow April 15, making 51 stations.|W@5 absent from offices of the | 
The Oklahoma network is the fifth | reicker Company for more than a| 
to cast its lot with Mutual, others | Year in a vain search for health. He | 
being the Colonial chain in New| Visited Wisconsin last summer, mak: | 
England; Iowa and Central States|img the journey in an ambulance, | 
Broadcasting Systems in the Mid-|and for a time seemed to be on the 
dle West and Don Lee Broadcasting | road to recovery, 
System on the Pacific Coast. | Mr. Kreicker, who was 61 years 


KTAT, Forth Worth, and WRR,|vld, entered the industrial advertis- | 


Dallas, are the Texas stations to be|ing field during a period when an 
added for permanent service. The|expansion of production facilities 


former, a 1,000-watter, is operated | Was placing a premium on merchan- 


by Tarrant Broadcasting Company, | dising brains. While there is some} 

while the latter, 500 watts, is muni- | disagreement as to his all-round abil- 

cipally owned. John Thorwald is ity, experts agree that he gave great 

managing director. j}impetus to the budding demand for 
The Oklahoma stations made|finer mechanical work—art and fin- 

available are KTOK-KGFG, Okla-| ished plates which would compare 

homa City; KCRC, Enid; KGFF,|favorably with those appearing in 

Shawnee; KBIX, Muskogee; KADA,| general publications. 

Ada; KVSO, Ardmore; WBBZ, Pon. | 

ca City and KASA, Elk City. The | Started in Engraving 


network was represented | 
in negotiations by its president, R 
U. Porter, of Shawnee: Harold V. 


southwest This 


since he 


was a natural development, 
spent the early part his 
| 


| business career in the engraving field 


of 


Hough, president of KTOK, and|/with the Franklin Company, Chi- 
Glenn Condon, general manager oOf|¢ago, One of his associates there 
the chain, 'was Arno B. Reincke, now president 


of 
general of Chicago. Mr. 
Reincke left Franklin in 1905 and | 
was followed in 1907 by Mr. Kreicker, | 
the two forming the Reincke-Kreicker | 
Company. In its early days this or- 
ganization specialized in syndicated | 
sales promotion material. | 

Mr. Kreicker withdrew in 1915 to | 
form William G. Kreicker & Co., an | 
industrial advertising agency. From | 
1915 until 1929, he labored suc- 
cessfully that both he and his clients 


agency 


Battimore 
PROVE IT’S 


SO 


Do You Like 
Crossword Puzzles? 


Or do you leave them to the bug-eyed boys 
on the “L’’? 


Personally, we never could see the sense of find- 
ing a two-letter word meaning draft animal. 


Production Puzzles may be more to your liking 
—so here’s some really good news for you— 


A nine-letter word meaning the ultimate of 
quality in newspaper reproduction— 

That’s the patented and new process we use in 
building P. & A. Direct Pressure Precision Mats. 


Employ these mats and watch your newspaper 
ads sparkle with new-found clarity—crystal- 
clear definition of fine lines—detailed repro- 
duction of half-tones! 

No shrinkage. No failures. No alibis. And 


priced properly for such distinction. 


When shall we demonstrate? 


PARTRIDGE & ANDERSON CO. 


12 FEDERAL STREET, CHICAGO, TELEPHONE HARRISON 3732 


LEAD MOULDS + TENAPLATES + 
STEREOTYPES * 


ELECTROTYPES 
MATRICES 


Reincke-Ellis-Younggreen & Finn, | 


| loan, Inc., 


|much of his time in Florida, but was 


- | Fred C. Kreicker, who also conductec 
prospered and in the latter year he | Free . Kreicker, who al mducted 


sold his interest in Kreicker & Me- 


| kets as a statistical weekly. 


iand a daughter. 


GRAPHIC SPACE FOR SALE 


TRS COUMIERJOURNAL LOUISYRLAR WEDNESDAY MORNING FEBRUARY 94 1997 u 


A REAPMORE / 


Yat SuOP 


saat 


ADVERTISING | 
UNDER FIRE AT 
U. OF DENVER 


(Continued from Page 10) 


At Kansas City Teachers’ (Col. 
lege, Dr. Guy V. Price, head of the 
departments of sociology and eco 
nomics, recommends to his students 
various books which ridicule adve 


tising. He believes that advertis 
ing is an “unnecessary diversion.” 
“The trouble with most advertis. 


ing is that it tells only part of the 
truth,” he declared. “What adver. 
tisements say is true, but they do 
not tell all of the truth or they hid 
part of the truth. 

“An individual’s total 
power is not increased 
advertising. Much advertising has 
been forced on companies unwill- 
ingly because of competition of like 
concerns which advertise more 
lavishly and the net result is not 
for a gain in business volume. Ad. 
vertising is largely propaganda.” 


purchasing 
by reading 


Wants Facts Told 


needs facts, not ad- 
Miss’ Pearle 
economics 
of 


Advertising 
jectives, commented 
Haas, head of the home 
department of the University 
Kansas City. 

“We teach our students 
quire as to the number of threads 
to the square inch, and how many 
launderings the cloth will withstand 


to in- 


Business areas in rotation are being promoted by the Louisville Courier Journal in 
a new series of paid advertisements with local merchants thus realistically present- 
ing themselves. 


to William H. Meloan. 
Mr. Kreicker intended to spend 
called back to industrial advertising 
in 1933 by the illness of his brother, 


an industrial advertising agency. 
Fred Kreicker died in August, 1933, 
and some time thereafter, William G. 
Kreicker changed the name of the 
business to the Kreicker Company. 
Among survivors of the advertising 
man is a son, Lou W. Kreicker, presi- 
dent of Advertising Producers-Asso 
ciated, Inc., Chicago industrial | 
ugency. Mr. Kreicker was on a trip | 
to Mexico when his father died. 


PUBLISHER STRICKEN 


Chicago, March 8.—Norman Rehm, 
52, publisher of Fiber Containers and 
Official Board Markets, died at the 
wheel of his automobile in Evanston 
Sunday morning. He founded Fiber 
Containers 22 years ago as a monthly 
and later added Official Board Mar- 


HITCHCOCK OFFICIAL 
DIES ON COAST TRIP. 


March 9—John D. Van 
Kampen, secretary-treasurer of Hitch 
cock Publishing Company, of Chicago, 
died suddenly in San Francisco | 
yesterday morning, according to word 
received by the company. Mr. Van 
Kampen was on a vacation, accom- | 
panied by his wife and a son. 
gjorn in Holland, Mr. Van Kampen 
came to this country as a boy of five. 
He joined Hitcheock Publishing Com- 
pany about 1910 and first 
man and later as an officer, assisted 
in development of Hitchcock’s Ma- 
Tool Blue Book W ood- 
Working Machinery. 
held 
and 


Chicago, 


as a sales- 


chine and 


Services 
The 
survive 


Satur- 
children 


will be here 


day widow four 


J. ZELLER, BELOIT 
VETERAN, SUCCUMBS 


Wis., March 9. Funeral 
services were held recently for Paul 
J. Zeller, 48, advertising manager of 
the Beloit Daily News, who died sud- 
denly at his home here. 

Mr. Zeller had been a member of 
the newspaper's advertising staff for 
22 years and advertising manager for 

years. He is survived by his wife 


seloit, 


12 


i 


in buying sheets, rather than to 
give attention to advertising claims 
that the sheets are beautiful and 

soft.” 
_ a a “Consumer’s Research, Inc., and 
A points Gallagher Good Housekeeping Institute  aré 
John B. Gallagher Company, Inc., good and weasiemate helps to th 
New York, has been appointed to rep- consumer. They weed out — th 
resent Air Conditioning and Refrig-| ¥'St but are not strict enough t 
eration News, Detroit, in the Eastern |e relied upon entirely. The con. 
territory. The company has estab-|SUmer wants scientific data on a 
lished a special department to repre | Product, not ballyhoo. . Some adver 


tising is authentic, but much is defi 
nitely misleading and untruthful.” 


sent trade 
states. 


papers in the Eastern 


PEOPLE WANT COWS 


One of the fondest pastimes of merchandising 


executives is that of trying to chart the impulses 
It is a disil- 


Human beings deny the pat 


and reactions of the consumer. 
lusioning task. 
definitions alike of sales executives and psycho- 


analysts. 


Chart this one: an Associated Press dispatch 
from London reports the advent of high popu- 
larity for a box of chocolates when its cover 
design was changed from that of a pretty girl 
to a cow. “We just can’t sell candy boxes with 
pictures of pretty girls on them,” reports the 
perplexed candy maker. “People want cows.” 

There will be neither reaction charts nor bo- 
vine candy boxes at the Seventh Packaging 
Exposition and concurrent conferences of the 


But for 


the shrewd merchandising executive there will 


American Management Association. 
be what is of far more practical value: a vast 
fund of merchandising ideas, of the machinery, 
materials, supplies and services vital to success- 
ful packaging, packing and shipping. You will 


tind it an illuminating and profitable event. 


SEVENTH PACKAGING EXPOSITION 


Pennsylvania Hotel New York 


MARCH 23-26 
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Selective Distribution May 
Be Answer to Manufacturers’ 
Private Brand Issue: Willis 


New York, March 8.—Manufac- 
t rs’ brands are not at war with 
private brands in the food indus- 
try. but where unfair substitution 


s place the distributor becomes 
rather than 
manufacturer, 
told the Sales 


ompetitor 

r of the 
Willis today 
tives Club of New York. 
Willis. president of 
Manufacturers of 
that selective 


a cus- 
Paul S. 
Execu- 


Associat- 
Ameri- 
distribution 


ed Grocery 


ea. added 


with merchandising cooperation 
may be the solution to the problem 


f manufacturers. 


Both manufacturers and distribu- | 
tors, he said, will have to concen- | 
trate on efficiency in selling, and 
economy and efficiency in operation, 


th 
Patman 


Act, inasmuch as this law 


ough the efforts of the Robinson- | 


has virtually eliminated any buying | 


advantages. 
Higher Prices Inevitable 


Higher prices, 


he pointed out, are | 


inevitable from increased costs of 
operation, labor, taxes and raw ma- | 
terials, both for manufacturers 


AME em AEN AC 
( 


oure Aure lo i, | 


@ It's always our desire to come 


througn for you one nunared 
percent. We have ithe finest 
modern equipment, and an up- 


to-the-minute organization, with 
a reputation of producing the 
finest engravings, ad-setting and 
printing. Our day and night 
3-in-]1 service enables us to 
he finished job 

heduled time—at a definite 
saving of TIME, TROUBLE and 
MONEY. We think 

rms of results. That's why we 


on 


nd act in 


ire successfully serving so many 
of the leading advertising agen- 
Let us 
demonstrate the value of Faithorn 
COMPLETE SERVICE to you. 
Our representative will gladly 
show you samples of our work. 


Simply phone, Wabash 7820. 


ae 


‘ies 


and advertisers. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


ALWAYS = 
THE FINEST AT FAITHORN 
FINEST ENGRAVING 

JEST PRID TING 


omy and satisfaction assured 


FAITHORN 
CORPORATION 


904 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 


DAY AND NIGHT SERVICE | 


and | 


| of 


HEATER FOR TRAILER 


Duo-Therm Division of Motor Wheel Cor- 
poration, Lansing, Mich., has introduced 
this new fuel oil burning, circulating 
heater designed for the growing army 
of trailer dwellers. Young & Rubicam, 
Inc., Duo-Therm agency, is outlining pro- 
motion plans for the new line. 
the latter face 
from 
under the Robinson- 
from narrower spreads 
a result of advancing 
well as from dwindling opportuni- 
ties for speculative profits. 
Distributors further face the prob- 
lem of increasing competition from 
other distributor brands, and from 
dealers with low operations. 
Mr. Willis paid tribute to 
power advertising in 
ing demand for food products. 
“Our manufacturers are 
lot of money for advertising,” he 
explained, “and I am very sure they 


while 
revenue 

allowances 
Patman Act, 


distributors, 
reduced 


as 


prices, as 


cost 


of 


a 


would not continue doing this, week | 


in and 
out, if they 
would 
give 


week out, year in and year 
felt that their business 
on without it. 
credit for that 


carry Let’s 


them much 
sense. 


Need Constant Copy 


“Also if 
| vertisement 


only an occasional ad- 
would the pur- 
pose, then they would not advertise 


serve 


|so constantly. Therefore, if any 
| brand is to compete successfully | 
| with products supported by such 
| advertising, it must be similarly 
| supported by advertising in some | 
| form to obtain the consumer’s at- 
| tention. Otherwise, ‘price’ is the| 
| only appeal.” 

Clarification of the Robinson-Pat- | 
man Act is needed, Mr. Willis de- | 


ments be postponed until more 
}study has been given to the changes | 
/needed. He proposed that a Brook- | 
lings Institution study be made to} 
| analyze the effects on the public in- 
|terest. as a guide to new legisla- 
| tion. 

| Distributors should be given a 
| fair margin of profit, Mr. Willis 
| maintained, -though what consti- 
ltutes a fair margin could not be | 


portage established, since it varies 
with turnover, and nature of 

lices rendered. 

| Distributors have 
| sented condemning manufactur: 
for with the 
son-Patman Willis 


been repre- 
as 

complying 
Act, Mr. 


|ers 


stated, 


and in effect ask for extra discounts | 


as the price for obtaining business; 
otherwise they threaten to 
private brands. 

On the other hand, 
federal statute, with 
{ties for violation, he 
land hence the distributors’ 
| presents a problem for manufac- 
| turers. ‘ 
| The distributor’s real purpose is 
'to sell merchandise, and he knows 
|that his customer will continue buy- 
ling her favorite brands, and will go 
| elsewhere to them, if neces- 
sary, Mr. Willis said. 


£0 


the act is a 
heavy penal- 


pointed out, 


get 


elimination | 


the | 
maintain- | 


spending | 


clared, but he proposed that amend- | 


serv: | 


to |} 


UAL Matnlinur 


Co-operates in 
Four of Stores 


New March 


stores 


York, 
in 20 cities 

erary of the United 
|} Lounge Mainliner 

trom Newark airport 
a bevy of models 
women 


9.—Department 
on the itin- 
Lines, Sky 
took off 
week with 
who will parade 
the cities visited, 
|}the Carolyn fashions being featured 


are 

Air 

which 
last 


| before in 


in the Carolyn Modes, Inc., adver- 
tising in Vogue. 


Local efforts to publicize the vari- 
|} ous showings include mayors’ recep- 
|tions, radio broadcasts and lunch- 
|} eons in Washington, Baltimore, Phil- 


adelphia, Sacramento, San Francis- 
}co, Los Angeles, Salt Lake City, 
| Cleveland, Boston, Denver, Omaha, 


Des Moines, Chicago, Indianapolis, 
Milwaukee, Toledo and Detroit. 


Grey Advertising Agency, 


Inc., 
handles the account of Kirby, Block 


! 

| & Co., buying syndicate for depart- 

| ment stores in the cities to be cov- 

| ered. 

; E 

| Magazine Moves 

| The Scholastic Editor has moved 
from the Lake Michigan bldg... Chi- 

| cago. to 333 North Michigan blvd. 


March Forward 
in Seattle with 
the Forward 
Marching 
SEATTLE POST- 
_ INTELLIGENCER 


Robin- | 


© Una. & isicien 


CYCLE STYLE 


Cycle Trades of America offers this new 
feminine ensemble in its renewed drive 
to spread the bicycle-riding vogue. 


Fertig Agency Moves 


Lawrence Fertig & Co., New York, 


has moved to 149 Madison ave. 


People are moving 


Seattle is the center of this robust market. 
peace has come in major industries—surrounding farmers, 
prosperous—no droughts—no floods—no crop failures in 
this Nature-favored region. 


| 
{ 


} and 


New Yok Clab;:- 


to Hold Clinic 
on Production 


New York, March 9.—A practical 
production clinic, open to those en- 
rolled in the current Advertising and 
Selling Course conducted by the Ad- 
vertising Club of New York, 
launched March 12, to continue every 
Friday for four weeks. 
Discussions will cover the production 
problems connected with direct mail 
advertising, general 
magazines and trade papers 

The first conducted 


was 


evening 


newspapers, 


session was 


by Ernest H. Whitney, of the Whit- 
ney-Paddenburg Press, New York, 
who dealt with the planning and 
execution of booklets, broadsides, 
folders, catalogs, package inserts 
and point of purchase displays. 
Remainder of the schedule is as 
follows: March 19—general maga- 
|zines and trade papers; March 26— 
newspaper production; April 2—ad- 


vertising agency production problems 
coordination of the production 
department with other agency depart- 
ments. Speakers conducting the ses- 
Lawrence G. Malone, G. M. 
Co. and Irwin Robinson, 
editor, ADVERTISING AGE. 


sions are 
Basford 


associate 


ms 
4 


westward—into the rich Pacific 
Northwest. New homes, new enterprises, new projects call 
for new buying on a thousand fronts. 


Labor 


You can't afford to overlook such a fast-growing 


Represented Nationally by Hearst International Ad- 
vertising Service, Rodney E. Boone, General Manager. 


demand. Cut your selling costs by reaching this 
through the largest newspaper circulation in the 


market 
Pacific 


Northwest—The Seattle Post-Intelligencer. 


ppb ert 
ft SEATTLE POST: 
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SURVEY SHOWS 
RISE IN UTILITY 
CONSTRUCTION 


U, S$. Shows °35 Expenditures 
Ip 48% 


Washington, D. C March 10.— 
Current importance of the gas and 
electric utilities industries as mar- 
kets for industrial goods and serv- 
ices was illustrated today in a 
study by the Bureau of Foreign and 
Domestic Commerce showing a rise 
in expenditures for construction 
from $129,300,000 in 1933 to $192,- 
$55,000 in 1935. 

Only 20 counties in the United 
States are without commercial elec- 
tric service while more than 1,500 
counties are not serviced with gas. 

The study which records informa- 
tion for approximately 94 per cent 
of the central-station power-produc- 


ing units of the country and 100 per 
cent of the gas-producing groups, 
shows that there were 21,236,000 
customers of domestic electric serv- 
in the United States as of De- 
cember 31, 1935, while customers for 
both natural and manufactured gas 
as of January 1, 1931, the latest avail- 
able totaled 16,205,000 


ice 


statistics, 


2,915,234 N. Y. Gas Users 


r 


New York with 3,062,851 custom- 
ers of domestic electric services was 
first ranking among the states in 
this respect and is followed in or- 
der by Pennsylvania with 1,854,040; 


Multigraphing § Mimeographing 
Addressing and All Mailing Service 
THE LETTER SHOP, INC. 


440 S. Dearborn St., Chicago 
Telephone Wabash 8655-8656 


ae 
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California, 1,653,475; Illinois, 1,597,- 
403; Ohio, 1,409,635; and Massachu- 
setts, 1,057,047. 
Each remaining 
than 1,000,000 
tic electric 
with 17,757. 
New York is the leading state in 
the number of customers for both 
natural and manufactured gas, the 


less 
domes- 
trailing 


state had 
customers of 


service, Nevada 


study crediting 2,915,234 such cus- 


\ 


FIRST IN 
NY / ; / 


V AnIETY, the recognized na- 
tional authority, in award- 
ing KTAT first place in Radio 
Showmanship in the Fort 
Worth area for the third con- 
secutive year said: 


‘KTAT, «os in the previous 
year, gets the experts’ high 
sign. Station has gone in for 


load of sports and jauntily 
beckons to the masses. Quite 


”» 
active, 


If you are looking for cogn- 
plete of the Fort 
Worth market, you'll never be 
thle to duplicate KTAT show- 
manship in merchandising to 
+ potential audience of more 
than one million at anything 


coverage 


near the cost. 


TARRANT 
BROADCASTING CO. 


Studios and Offices in the 
Hotel Texas 


FORT WORTH, TEXAS 
IND E. BUCK 


President 


RAY M¢ 


SAM H. BENNETT 
General Manager 


1000 WATT . . . FULL TIME 


KIAT 


National Representatives: 


FREE & PETERS, Inc. 


New York 


Detroit Chicago 


San Francisco 


Los Angeles 


a new series for Campbells’ Soups. 
tomers to that state. Pennsylvania 
ranked second with 1,513,924 sub- 


scribing to gas services and is fol- 
lowed by Illinois with 1,436,817; 
California, 1,369,973; and Ohio, 1,- 
245,109. 

The electric utilities in the coun- 
try operate 4,118 generating units 
with a combined generating ca- 
pacity of 32,160,252 kilowatts, it was 
stated. 

While publicly-owned  hydroelec- 
tric plants in operation as of Decem- 
ber 31, 1934, represent only 2.6 per 
cent of national capacity of all types 
and approximately 10 per cent of 
hydroelectric capacity in the United 
States, the average capacity of pub- 
licly-owned individual hydroelectric 
plants is far larger than the aver- 
age production capacity of the pub- 
licly-owned steam and international 
combustions, according to the study. 

Washington and California to- 
gether have approximately 60 per 
cent of all publicly-owned hydro- 
electric capacity as of the date for 
which such data are shown. The 
great Federal projects in Tennessee, 
Alabama, Washington and Arizona, 
it was pointed out, are not included 
in the study as they were not in 
production when the data were 
gathered. 

These 


use 


industries, it 
enormous 
tically every 

equipment 
cranes, 

building 
piping 
driven 
waste. 


was stated, 
quantities of prac- 
type of industrial 
including great loading 
turbines, stokers, boilers, 
materials, tanks, valves, 
and motors, small power- 
tools, paint, oil, and wiping 


Gas Use Increasing 


While the gas industry does not 
offer as large a current market as 
does the electric industry, the study 
states that with the increasing abil- 
ity to transfer both manufactured 
and natural gas over long distance 
and with the steady tendency to use 
gas to a greater extent for indus- 
trial fuel, the industry needs re- 
placement of equipment neglected 
during the past few years. 

The purpose of the study, the 
Commerce Department stated, is to 
offer industrial marketing executives 
a means of picturing quickly and ac- 


curately the size location of those 
parts of their market represented 
by the gas and electric public utili- 


ties of the United States. 

The current report is the third in 
a series of industrial market 
the 


basic 


studies in which 


| 
Bureau of For- | 


Legislative Box Score 


No. Title Sponsor Status 

S. 6 Pure Food and Copeland |Passed Senate; in House Inter. 
Drug Bill | state Foreign Commerce! 

H. R. 300 |Pure Food and Chapman |interstate and Foreign Com- 

Drug Bill merce Committee 

S. 100 Fair Trade Enabl-\Tydings |Reported favorably by Judi- 
ing Act ciary Sub-Committee 

H. R. 1611 |Fair Trade Enabl-|Miller Subcommittee hearings com. 
ing Act pleted; reported favorably 

to full Judiciary Committee 

S. 414 |Amending Federal|Nye, King |Interstate Commerce Commit. 
Trade Commis- tee 
sion Act 

H. R. 3143 |Amending Federal|Lea  |Interstate and Foreign Com. 
Trade Commis- merce Committee; hearings 
sion Act started Feb. 18 

S. 1077. |Amending Federal|Wheeler, |Interstate Commerce Commit- 
Trade Commis-} Burkley tee 

| sion Act 

S. 856 |Truth in Fabrics (Capper Interstate Commerce Commit- 
Act tee 

H. R. 238 |Textile Industry /Ellenbogen|Labor Committee 7 
“Little NRA” 

H. R. 1619 |Sales and  Con-|Chandler |Interstate and Foreign Com. 
tracts in Inter- merce Committee 
State Commerce 

S. 936 “|Regulating Sale of|King Awaits President’s Approval — 
Goods in D. C. 

H. R. 31 + |Controlled Produc-|Goldsboro |Banking and Currency Com- 
tion, Retail Dis- mittee 
counts 

H. R. 18 = |Prohibiting Adver-|Culkin Interstate and Foreign Com- 
tising of Liquor merce Committee 

H. R. 3140 |Prohibiting Radio|Culkin Interstate and Foreign Com- 
Advertising of merce Committee 
Liquor 

H. R. 4214 |Regulating Sales in\Colmer Interstate and Foreign Com- 
Interstate Com- merce Committee 
merce 

S. 1369 Prohibit Liquor |Capper Interstate Commerce 

H. R. 4738 Advertising Culkin Interstate and Foreign Com- 

merce 

H. R. 3596 |Show Tax Cost on}/Thomas Ways and Means 
Labels of All 
Merchandise 

H. R. 4722 |Divorce Manufac-|Patman Interstate and Foreign Com- 
turing and Re- merce 
tailing 

H. R. 4726 |Prevent Reciprocity |Patman Interstate and Foreign Com- 
Sales merce 

H. R. 4833 |Extend 2-Cent Post-|Ellenbogen|Ways and Means Committee 
age to Contiguous 
Cities 

H. R. 4837 |State Codes of Fair|Harlan Interstate and Foreign Com- 
Competition merce Committee 


eign and Domestic Commerce has at- 
tempted for the first time to delin- 
eate individual markets for the 
benefit of manufacturers of indus- 
trial goods. 


Scudder Quits as 
McJunkin President 


Eric Scudder has resigned as presi- 
dent of McJunkin Advertising Com- 
pany, Chicago. William D. McJunkin, 
who has been chairman, has resumed 
his former post as president. 

Mr. Scudder, who joined the agency 
two years ago, said he will remain 
in the advertising business. 


Starts “Promotion” 


ates, New York, radio relations, have 
started publication of a complimen- 
tary service organ, “Promotion,” in 
the interest of radio stations and 
their advertisers. 


RADIO EVENTS, INC. 


UZZY 


copy 
— it costs no 


more! 


COPY PRINTS BEGONE! 


HE most nearly perfect print duplication 

obtainable is being done by R. C. S. Paper 
in upwards of 100 sizes and grades, correct 
lights for EACH job, special equipment, 
thorough specialization, are the reasons. 
Why risk accident to costly originals and re- 
touches? Why accept less than an R..C. S. 


, OFF-TONE 


Adrian James Flanter and Associ- 
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Political Scrap May A. N. A. Issues 
Bare “Quint” Contracts | Nine Unit Rate r 
_ ‘Norm’ Charts 


937 March | 15, 1937 


iter. W | S f e l) Y | N G Toronto, March 9.—Terms of 


= contracts signed on behalf of 


: | 


: the Dionne quintuplets with || ; ; . ; 
dress companies, infants’ food i| New York, March 10.—The Associa- 
udi. » e companies, and other advertis- =| tion of Nationa] Advertisers has just 


| 
} 
| 
ers, may be disclosed soon in issued a series of nine unit rate | 
| 


Om. anne’ the Ontario legislature, as the ||“norm” charts designed to facilitate H 
(OI ’ ‘ " <i | ‘ ry , = . seitiiemmntenetiattnmmntiataiaes Midian tr =vardeerenmnatadiiemainen 
tbly Producer Consumer Distrib- ronan vidios polit ical battle. tne « aes, <cehagaee of the national 10,000- aR 088, Y oe yooeee SOOO peaseedoreeess I hy 
. . : at ; se . = , iv eer eere : . 
ttee ) j A bill seeking changes in the line daily unit rate of any given wees eeaseces eeeeeees e's So ete Lee ee ee EEE 
guardianship of the famous five newspaper with the average news- al : } 


ar utor Represented 


fore . se \ vapers of similar circulation in the eae 2 ' 
is now before the house. The pay , Bearing inspirational messages from civic! leaders, 10 posters have been placed 


Conservative opposition to the :|same section of the United States. in strategic locations in Huntington, W. by Smoot Advertising Co., to spur 
— ——* Liberal regime of Premier Mit-  : The charts, prepared under the the citizenry to rapid rehabilitation after the recent flood. 
om- vew York, March 10.—An at-| chell Hepburn, will demand an direction of the association’s News- 
ngs tempt to weld the interests of pro- opportunity to examine the =|paper committee, cover the nation camareacesnnstan a ) — mnie nner me 
ducers, distributors and consumers contracts which have amassed | with a chart assigned to the New|#ewspaper space such as local condi-|Collins, Canada Dry Ginger Ale, Inc., 


nit. with a view to creating better a $500,000 fortune for the chil- 
standards of living through more in. | dren. 
telligent buying” has been under- | 


taken by the Advisory Committee 


England states, and others to the|tions, rate differentials, the buying|\New York; J. W. Dineen, General 
middle Atlantic states. south Atlan-} power of the market, the methods of | Motors Corporation, Detroit; Fred C. 
tic states, east north central states,|circulation, production used, ete. Foy, Shell Union Oil Corporation, 
east south central states, west north | However, the unit rate is one of the} New York; Earle J. Freeman, Kel- 


nit- ‘one _— sreatea tow | Retail Dry Goods Association: “O- : . : s , 
on Consumer Interests of the New ‘ci ph a aia a ng ae central states. west south centra]|important factors and this compila-|.logg Company, Battle Creek, Mich.; 
, . Torld’a Sw ° ‘owne, America d rertis y ‘ : A ade , ap tae errs . ae" 
snes York World’s Fair. pe ; at ‘ 2 sia —_— ae states. Mountain and Pacific states,|tion has been issued to facilitate the}|,W. B. Geissinger, California Fruit 


The committee has been set up as|ASsociation of New York; Ephraim 


* ee : That variance in the rate of a given | work of the buyer of space when that|}Growers Exchange, Los Angeles; 
a testing laboratory for the ideas| Freedman, National Retail Dry eoadbtoniay ‘ es 


newspaper as compared with the|factor is being considered.” Robert W. Griggs, Standard Brands, 


1 snecific plans th: 1 , i1t| Goods Association; Mrs. R. F. Kie- 7 ' : : , r 
om- and specific plans that will be built oo oe ne ae R. } wer norms represented by these charts is} The ANA Newspaper committee|Inc., New York; C. W. Harris, R. J. 
into the theme of the Fair. Mem-|fer, National Association of Retail hong tote of MH. Leleter. chairmi Reynolds Tobacco C any. Winston- 
ship includes leaders i ationa] | Grocers; H. B. LeQuatte, Advertis- net the sole criterion Dy Which the [Cones OF EM. ES, CO eres Tenens SOMENey: met 
a or noon = in — i ita ut Wau week : John A.|"ewspaper should be judged is indi-]|Sun Oil Company, Philadelphia, Pa.;|Salem, N. C.; S. D. Mahan, Westing:- 
I —s nap betiocvtrtgg Phan Logan athaeeal pane ees of | cated in the introduction tothe chart}A. T. Preyer, co-chairman, Vick} house Electric & Manufacturing Com- | 
heads of government departments E te ‘Ghee Willi: ? D. Mc.|Compilation. Paul B. West, ANA|Chemical Company, Greenboro, N. C.; | pany, Mansfield, O.; Grafton B. Per- 
— ind special service groups relating | * °° ains anc vee SR: PE ad : Robert B. Brown, Bristol-Myers Com-| kins, Lever Brothers Company, Cam- 
m- to consumer Mrs. Bert W. Hen-| Neil, American Retail Jewelers’ As- president, points out: ; ' > ee ee ee —* 
Perera rye ron de "4 } a ving ensiabton: “There are, of course, many factors | pany, New York; J. O. Carson, H. J.| bridge, Mass., E. Strassman of the 
yprtsones - : sera a re E. H , McReynolds, Advertising which enter into the buying of}|Heinz Company, Pittsburgh; W. M.| ANA, secretary of the committee. 
— roducer members o e Advis- Me - 4 ™ 4 ;, 
m- vy Committee on Consumer Inter-| Federation of America; C. A. Re eeeeeoaoaoaoaaoaoaoaoaoaoaoaoaoaoaaeeeee ee SSSSSSsSsSa_a_ooaoor== =e 
ests include: Emory G. Ackerman,|"@rd, National Association of Pur- z i 
m- Glass Container Association; Otis|Chasing Agents; Col. C. C. Sherrill, ‘ 
Jj. Ball, National Boot and Shoe|A™merican Retail Federation; | 
Manufacturers Association: H. H.| Charles E. Smith, National Associa- | ‘ 
m- Barnes, Jr., General Electric Asso-|tion of Retail Grocers; Channing | 
iation; Harold Burton, National As-| Sweitzer, National Retail Dry 
sociation of Upholstering and Tex-|G00ds Association; M. L. Toulme, 
—- tile Manufacturers: Colby M. Ches-| National American Wholesale Gro- 
ym- ter, president, National Manufactur-|Ce’s’ Association; Lewis Traver, 
ers Association: William J. Cheyney,| 4merican Booksellers’ Association. | 
—- National Retail Furniture Associa-| Co-operatives on the committee | . 
tion; Roscoe Edlund, Association of | Will include Miss M. E, Arnold, | 
\merican Soap and Glycerin Pro-|Consumers’ Co-operative Services; 
=_ ducers, Inc.: Frank Gorrell, Na-| Howard Babcock, Co-operative 
m- tional Canners Association; Her-| Grange League; Howard A. prtctaseeng . e ° 
bert Gutterson, Institute of Carpet |Consumers’ Co-operative — Associa- Leading Weekly in the Insurance Business 
f Manufacturers of America, Inc.; R.|tion; Murray Lincoln, Ohio Farm | 
m- D. Jenkins, International Silk Guild; | Bureau Federation and Dr. J. P.| 
R. H. Leroy, Rayon and Synthetic| Warbasse, Co-operative League of ; 
Yarn Group; John Matthews, Jr.,|the U. S.A. | THE NATIONAL UNDERWRITER is a by-word : 
\merican Glassware Association: Consumer representation will be : : 
Malcolm Muir, McGraw-Hill Pub-| Miss Alice Edwards, Standards among insurance men from coast to coast for 
= lishing Co.: R. C. Purdy. American| Committee of the American Home . : . 
m- Ceramics Society: C. B. Roe, Na-| Economics Association; Mrs. Flor- they have long regarded its features as indispen- 
tional Association of Manufacturers |ence Fallgatter, National Congress ‘ ] , 
— ae Pressed and Blown Glass: ae J of Parents and Teachers: Mrs. Paul sable to their business. They need the facts and 


: Te ‘ “} sy y ve j a] whe | 
Schumaker of the American Bak-| Howe, Consumer Education Associa- | 


data included in the up-to-the-minute news with 


s’ Association: |tion, American Home Economics; | h h h fll d d h q h 
ci- : : Miss Rita Otway, Electrical Women| Ww ic eac issue iS e —an t e re ar wit 
ve Distributor Members Named of New York; Mrs. Carl Schrader, | : c y g 
no \. A. Wells, United States Pot- | Consumer Education, chairman of | equal interest and confidence the advertisers who 
nd ers’ Association: W. F. William-| the National Council of Women; Dr. | ° ° | 

son, Associated Coffee Industries of | Faith Williams, American Associa- | patronize its cOlumns. 
-_ \merica: Paul S. Willis. Associated | tion of University Women and Miss 
Grocery Manufacturers of America,| Marie Sellers, Home Economics | = 
Inc.; Whitfield W. Woods, Institute | Women in Business. | wo me 
f American Meat Packers; Stan- | 
M. Rinehart, National Asso-| Firestone Cancels as . ° , 
ation of Book Publishers: Al-| Work he. For 30 years the publishers of THE NATIONAL 
Macauley, American Automobile 10,000 orrers Stri e U . — h d ° ° ° d 
Janutacturers. Association: J. J.| With its Akron factories closed NDERWRITER have entrusted its printing an 
le lic. ee ‘wav Acanciag.| and picketed by a large percentage ails ° . e 
elley, ARs hag Railway ABeocin lof the 10,000 employes on. strike, mailing to the Printing Products Corporation. 
Bond Geddes, Radio Manufac- rea . Tir uhioan © lew . 

ae ee ae atin | irestone Tire & Rubber Co., Akron, . 
= Association; H. L. Broo "| canceled all advertising schedules O : : : bi d d | 0 
. let Goods Association, and Leo} ast week. There, as in Detroit, the ur organization prints, Inds an malls 7 

Lanigan, National Wholesale} jssue is whether CIO shall be sole . . . 
eo MIE 0 | other first-class publications covering most of 


| bargaining agency for all employes. | 
‘istributor members of the com- 


include Sewell L. Avery,|R & R Pa 


tgomery Ward & Co.; John Ben- | . | 

‘ ee | Dies in Florida| 

\merican Association of Adver- cus : ri 

g Agencies: E. S. Briggs, Amer- C. P. MeDonald, of Ruthrauff &| 

F uit and Vegets “ere ,|Ryan, New York, died suddenly at 

— Rabe ahsaren ASSOCIA" | Miami Beach March 11. He was at 

Harold W. Brightman, mer-/ one time secretary to William Jen- 
ndising division of the National | nings Bryan. 


the nation’s business and professional fields. 


and in addition... . 


We serve hundreds of customers nationally by 
producing catalogs, rate books, price lists, sales 
producers and business printing of all kinds. 


GIBBONS KNOWS CANADA [Bae 


1 J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


We can also serve you well—perhapsat less cost. 


Send us your specifications for ANY printing 


COVERS THE requirement and get our facts and figures 


BUYING POWER OF 


PRINTING PRODUCTS CORPORATION | 


National Printing Service 


PLANNED AS AN INVESTMENT AND OPERATED FOR PROFIT 124 WEST POLK STREET ee CHICAGO, ILLINOIS 


~ COMMERCIAL ~ SPECIALIZED AND LARGE ‘APARTI 


BUILDINGS AND BUILDING | MANAGEMENT 


139 N.CLARK ST. CHICAGO “TE “ener Compan suaunnes NEW YORK, 60 E. 42nd ST. 


ABC 


ee ‘* 
SYMPOSIUM ON RECONSTRUCTION SPURRED BY ADVERTING fl 
Det --. at 
Se | 
\I 
a 
ee 86h 
: : 
| 


38 


ADVERTISING AGE 


March 15, 1937 


Neuger Buyer of 
“Advertising Agency” 
Acting for unidentified principals, 
J. E. Neuger has bought Advertising 
Agency, Chicago. He has appointed 
W. O. Higgins general manager. New 
offices are at 540 N. Michigan avenue. 
D. H. Bell and L. F. McClure, the 
former publishers, will devote all of 
their attention to Popular Home- 
craft, of which they are vice-president 
and secretary-treasurer, respectively. 


Radio Committee 


Works for Shell 


Women’s National Radio Commit- 
tee, severe critic of radio advertis- 
ing, has undertaken to get its mem- 
bers’ opinions of the program of 
Shell Union Oil Corporation, it an- 
nounced last week. 

No decision has been reached as to 
whether the same service will be ex- 
tended to others. 


Eintracht Resigns 
Ira S. Eintracht has resigned from 
Julian Gross Advertising Agency, 
Hartford, Conn. He has not an- 
nourced his future plans. 


5,000 Summer Resorts 
*““Go Shopping”’ 


HEN 5,000 summer re- 
sort owners “go shop- 
ping” through the Spring- 
Summer Issue of AMER- 
ICAN RESORTS — make 


sure your’ products 


there. 


This publication will be a 
combination Resort Buyers’ 
Guide as well as texthook 
on resort operation. 


are 


Forms close April 5th. 
for full details 


timely sales 


Write 
about this 
medium. 


PATTERSON PUBLISHING COMPANY 


Incorporated 1906 


(Also publishers American Restaurant 
Club Management) 


5 S. Wabash 551 Fifth Ave. 
Chicago, Il. New York City 


RETAIL LINEAGE — 


11.5% OVE 
FOR LAST 


30 
WEEK 


Chicago, March 12.—Stimulated 
by advance Easter buying, retail 
display advertising in all newspa- 


pers 
week 


in 77 major cities during the 

ended March 6 gained 11.5 
per cent over the corresponding 
week in 1936, according to the 
ADVERTISING AGE Index of Retail Ac- 
tivity. 

In that week a total of 20,802,164 
lines of retail display advertising 
was carried by newspapers in the 
measured cities, against 18,654,522 
lines in the corresponding week of 
last year, a gain of 2,147,642 lines. 
This is the second largest weekly 
gain so far this year. 


For this year, through March 6, 
newspapers in the cities measured 


carried a total of 166,522,367 lines 
of retail display against 154,612,896 
lines for the corresponding period 


in 1936, a gain of 11,909,471 lines, or 
7.7 per cent. This is the highest 
per cent of gain shown for any 
cumulative period in 1937 and 
marks the fifth week in which suc- 
cessive increases have appeared. 
Substantial Gain Shown 
Substantial gains have been made 
in each of the last 9 weekly pe- 
riods according to the _ following 
table which shows gain or loss for 
each week: 
January 2 ; 5.8 
January 9 + 8.5 
January 16 + 4.0 
January 23 |. 4.2 
January 30 + 5.8 
February 6 .. Tree . + 8.5 
POON 26% 5658 o6085 0o 445 o% + 6.9 
POUPURES BO oii vevaiws ewes ews + 16.6 
February 27 . $55 Fab Poms + 8.3 
March 6 +11.5 
Detailed figures for each of the 


77 cities included in the Index of Re- 
tail Activity appear in the tabula- 
tion on this page. 


C Mudiliin 


ampbell 


for many years Advertising and 


Sales Promotion Manager of 


FF Co, ls 


New York Distributor of 


nr eg Hi cheigerators 


and also 


Sales Manager, Agents’ Department 


Portable Typewriter Division 


Ve em ington hand. ahs Co 


IS ASSOCIATED WITH 


THE JAM 


HANDY 


ORGANIZATION 


... as a member of the sales promotion staff. 


With many years of experience in the practical 


field use of slidefilms and motion pictures in sales 


promotion meetings, he is exceptionally qualified 
to contribute to the practical quality of Jam 


Handy pictures as used in sales schools, retail 


selling and conventions. 


JAM HANDY 


Talking Motion Pictures « 


Shilefilms 


NEW YORK 
230 Park Ave. 


DPR TROI 
2900 B. Geand Blvd. 


PICTURE SERVICE 


Group Selling « Sales Conventions 


CHICAG®O 
35 E. Wacker Drive 


With permanent producing units in HOLLYWOOD 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1937, by Advertising Publications, Inc.) 
™ Gain Gai 

10-Week 10-Week 10-Week or Loss or Loss ; ; ge 
Period Period Period 1937 937 Week W eek > Gair 

Hnded Ended Ended over over Ended Ended q or 

City Mar. 9, 1935 Mar. 7,1936 Mar. 6, 1937 1935 1936 Mar.7,1936 Mar.6,1937 Los 
Akron, O. 2611,751 2.523,444 2,841,366 +88 2.6 241,346 339,283 + 40.6 
Altoona, Pa 1,113,938 1,093,526 1,209,908 + 8.6 10.6 116,785 130,708 + 11.9 
Atlanta, Ga. . 2,294,418 2,466,044 2,610,346 13.8 +5.9 300,464 seess Pike 
Baltimore, Md. 3,421,937 3,452,970 793,584 10.9 ta $91,856 ryt To 
Birmingham, Ala 1,709,708 7 2,205,420 Jute ree.s a 

Boston, Mass. 3,671,689 9,232,329 3,542,455 3 4 © 319 pop $01,120 TS 
Bridgeport, Conn. 1,330,286 1,274,868 1,338,744 + 0.6 o 0 145,012 163,796 +12 4 
Buffalo, N. Y. 2,547,020 2,409,044 2,798,754 +9.9 + 16.2 274,470 319,438 +16.4 
Camden, N. J , 650,706 652,722 726,289 +11.6 +11.3 68,567 ¢5,388 Hi 8 
Cedar Rapids, Ia 749,252 750,134 831,320 +10.9 T 10.8 __ 92,218 _99.98 : Pe ih. 
Chattanooga, Tenn 1,233,784 1,136,892 1,070,489 13.2 5.9 118,116 97,857 =17.2 
Chicago ll. Sere 4,727,231 4,823,903 5,562,164 +17.7 15.3 548,199 669,7 45 +22 : 
Cincinnati, O........ 2,815,062 2,704,136 2,837,701 + 0.8 + 4.9 328,313 363,409 +10.7 
Cleveland, 0. 3,095,333 3,213,188 3,565,642 +15.2 + 10.9 347,176 433,448 +248 
Columbus, O. rec e 7 : bese _ 282,622 279,757 — 1.0 
Dallas, Tex. 3,280,515 3,732,905 730,546 $13.7 0.1 105,086 153,210 + 11.9 

Dayton ee 2,511,784 2,230,592 2 520,700 + 0.4 +-13.0 261,688 338,870 +-29 
Denver, Colo. ........- 1,754,560 1,725,658 1,765,530 + 0.6 + 2.3 178,595 201,710 + 12.9 
Des Moines, Ia. .. 1,101,682 1,066,586 1,126,782 +2.3 + 5.6 135,189 127,350 —* 
Detroit, Mich. . " 3,539,213 3,457,504 3,841,610 +8.5 +11.1 383,37 160,271 + 20.1 
Erie, Pa ge Se ee 1,168,328 1,126,132 7,433,522 22.7 + 27.3 117,236 160,034 + 36.5 

Evansville, Ind. . 2,026,612 2,181,732 1,831,494 9.6 16.1 810,108 0,868 + . 
Fall River, Mass 553,851 573,963 615,370 +11.1 +7.2 59,502 70,946 12 
Flint, Mich. ...... 1,485,862 1,536,122 1,432,228 3.6 6.8 179,074 189,896 + 0.0 
Fort Wayne, Ind. 1,750,196 1,838,962 1,918,105 + 9.6 + 4.3 214,214 245,112 + 14.4 
Gary, Ind. ....... ; 858,946 902,382 1,173,914 6.7 + 30.1 105,171 116,364 +10.6 
Grand Rapids, Mich. 1,449,964 1,433,852 1,811,180 24.9 +- 26.3 167,174 215,768 +29.1 
Greenville, S. C. 994,728 926,836 1,120,237 12.6 + 20.9 135,464 137,646 +1.6 
Houston, Tex 2,240,056 2,296,924 2,693,754 20 17.3 249,816 316,750 +26.8 
Indianapolis, Ind 2,701,390 2,744,661 3,101,609 14.8 + 13.0 358,977 $20,070 — t 17.2 
jersey City, N. J. ... 378,339 401,940 590,756 3.3 2.8 39,649 $2,353 +6.8 
Kansas City, Kans. . 367,318 368,291 470,176 + 28.0 + 27.7 38,143 19,940 +30.9 
Knoxville, Tenn. ...... 1,378,311 1,564,682 1,622,950 17.7 3.7 160,594 705,968 + 28 
Little Rock, Ark. 1,604,848 1,602,692 1,632,858 1.7 + 1.9 179,718 709,944 + 16,8 
Los Angeles, Calif. ....  ...-...- 1,258,097 1,467,392 1.9 173,420 45,08? 88.0 
Lynn, Mass. .......... 1,762,278 ~ 1,692,33 1,623,314 7.9 t1 194,922 173,810 —10.8 
Manchester, N. H...... 587,685 563,909 60,438 1.6 0.6 $5,272 06,408 + 27.6 
Memphis, Tenn. 1,882,748 1,885,244 1,906,312 +1 + 1.1 209,160 229,642 +9.8 
Milwaukee, Wis. . 2,038,895 2,069,310 99S,74 17.1 44.9 233,992 363,744 +55 
Minneapolis, Minn. 2,491,526 2,575,301 2,711,820 $8.8 5.3 277,718 299,456 + 0.8 
Moline-Rock Island 1,326,976 1,443,330 1,551,662 16.9 1.6 164,766 169,554 
Nashville, Tenn. 1,249,612 1,212,400 1,266,396 + 1.: 1.5 137,732 184,226 ; 
New Bedford, Mass 509,096 571,438 593,712 16.6 3.9 60,144 64,988 - 5. 
New Haven, Conn at Ae aati 1,628,046 1,654,814 ; + 1.6 172,410 189,490 9. 
New Orleans, La. 152,155 3,485,614 3 633,058 +15 4.2 68,804 $01,900 + 8.9 
New York, N. Y._ 10,127,680 10,867,867 11,673,791 15 7.4 1,218,386 1,356,051 +11, 
srooklyn, N. Y. 1,206,657 1,147,811 1,246,952 + 3.3 8.6 124,077 37,036 10.4 
Norfolk, Va. ......... 1,586,774 1,602,300 1,704,794 7.4 6.4 180,166 180,462 + 9.1 
Oakland, Calif. ..... 1,273,495 1,279,776 1,249,282 1.9 2.4 155,917 151,284 2.5 
Oklahoma City, Okla. 1,824,788 1,880,984 2,000,096 t 9.6 + 6.5 211,470 228,858 tT 8.< 
yo ee || ee 1,904,700 1,788,605 1,944,642 Ces e7 189,550 925,050 is 
Philadelphia, Pa 1,961,053 5,002,186 5,436,581 + 9.6 8.7 568,475 628,668 10.¢ 
Phoenix, Ariz 1,345,662 1,388,450 1,336,608 —0.7 3. 160,706 140,070 12.9 
Pittsburgh, Pa. $1,144,814 1,009,658 41,335,952 1.6 8.1 179,500 523,348 9.1 
Portland, Oreg. 1,822,198 1,937,992 2,105,184 15.5 8.6 225,952 : 0 
Providence, R. | 2,228,728 2,269,336 2,282,151 + 2.4 0.6 255,45 0.7 
Reading, Pa. .. 1,628,158 1,485,364 1,747,984 + 7.4 yy: 217,930 1 
Richmond, Va. 2 053,660 2,097,648 2,136,498 + 4.0 1.9 255,962 o + 5.7 
Rochester, N. Y. 2,950,842 2,988,747 285,993 11.4 + 9.9 323,57 oe ‘ 2 
Sacramento, Calif. 1,407,561 1,499,629 1,517,404 7.8 1.2 191,118 160,510 16.0 
San Antonio, Tex. 935,151 1,149,491 1,178,254 26.0 2.5 125,440 155,358 + 23.9 
San Diego, Calif. ».183,148 2,531,900 2 708,454 24.1 6.9 »8,118 254,184 —1,5 
San Francisco, Calif 2,560,306 2,710,828 > 836,03 10.8 1.6 317,040 384,348 + 21,2 
Seattle, Wash ; 1,767,766 1,752,712 1,819,770 + 2.9 sN 196,462 226,632 +15.4 
South Bend, Ind, ..... 1,389,948 1,356,859 1,685,411 21 + 24.2 166,029 212,690 + 28.1 
Spokane, Wash. . 1,131,065 1,300,790 1,321,782 16.9 1.6 147,956 143,486 peat YF 
St. Louis, Mo. 3,066,720 2,936,060 385,270 10.4 + 15.3 371,835 399,810 7.5 
St. Paul, Minn, veka et 2,181,922 2,148,225 0.2 1.6 291,864 242,713 16.9 
Syracuse, N. Y. . 1,766,971 1,785,211 1,927,977 +91 + 8.0 210,196 230,741 +-9.8 
Tacoma, Wash. . 890,610 1,030,654 1,158,15% 0.0 + 12.4 119,518 135,590 + 13.4 
Tampa, Fla. ....... 1,173,872 1,008,498 1,089,662 v2 8.0 107,394 36,668. +- 27.3 
Pee Ce eeksnaeakoe. “eee “ee amaemis ; ee 220,980 205,566 -6.9 
Toronto, QOnt., Can 4,074,745 821,152 ,767,365 7.¢ 1.4 370,708 391,548 + 5.6 
Tulsa, Okla. 1,565,634 1,645,742 1,624,952 3.8 1.5 210,476 203,266 —3.4 
wesnmertoen, DD. Ci. .«sos 5,440,295 6,018,701 6,477,829 9.1 + 7.6 690,693 763,051 + 10.5 
Worcester, Mass. ...... 1,902,380 ~ 1,837,264 ~ 4,858,174 2.3 +1.1 209,496 215,266 + 2.8 
Youngstown, O. 1,424,319 1,595,065 1,520,178 + 6.7 1.7 114,268 163,916 + 43.4 

Total .152,012,058 154,612,896 166,522,367 + 9.5 7 18,654,522 20,802,164 +11.5 
( ‘ocomalt Renews Names Miss Barry Davey Picks Agency 
Mary Ruth Barry has been ap-| _ Pavey Tree Expert Company, Kent, 
P St t pointed assistant director of the pub-|9-, as placed its advertising account 
enn er, ar S licity department of Kenyon & Eck- with Meldrum & Fewsmith, Inc., 
= hardt, Inc., headed by Sam G. Wing-|Cleveland. Magazines will be used. 
Newspaper Drive field. Miss Barry was formerly with — — 
Benton & Bowles, Ine., and the 
= Scripps-Howard Newspapers. MARKET ANALYSIS 

New York, March 11.—Joe Penner es What is the nature of your most vital problem? 

; a aes ea e — e Our analysis of a single marketing, distribut- 
has been signed up for the thir d Joins Byron Moon ing, selling, merchandising or advertising prob- 
time by the R. B. Davis Co., for its lem may make your entire selling effort more 
Sunday afternoon Cocomalt show on Margaret Morehouse has been ap- |] sti 
a“ c c > { > < Ps j . vd . . 

A Poieaiabad, Meeidiind pointed to the staff of the textiles A. C. WEICK CO. 
a coas -to-coast Colum ia roac cast- education bureau of the Byron G. 20 W. Jackson Blvd. Chicago 
ing System network, S. E. Van Wie,| Moon Co., New York agency. Wabash 6890-1 
advertising manager, said today. 

In addition to the Penner show, ‘i scamsaasaare 
Davis is placing a heavy campaign 
— 2 a Your Company Cars as | 
for Cocomalt in comic sections of 
Sunday newspapers throughout the M OV I N G A DVERTI SE M ENTS 
country. The newspaper copy em- ignified en r ee ing On company cars now available with the new 

: ‘ . . 1otorize Dllipoaras — 
ploys the comic strip technique in _ HOOD-0-GRAPHS 
four colors and features Hollywood Kly alled or removed. No bolts or screws. Duzable, Net pl 

le ae : : ii rool rry 1e € iges rever company cars go. ide circulation 
stars and famous athi tes. , xt extremely low cost. Price Agencies and advertisers—write for full 

Gene Austin, singing star of the t 


Cocomalt radio program, and Jimmy 
Grier’s Orchestra, were 
renewals. Ruthrauff & 
handles the account. 


also given 


Ryan, 


Bradstreet to Schmidt 

J. EK. Bradstreet, formerly special 
representative of the W. J. Rankin 
Corporation and associated with The 
|; American Weekly office, Chicago, has 
| been named vice-president in charge 
lof the Chicago office of the E. F. 
|Schmidt Co., Milwaukee, creative 
} lithographers and printers 


| 


Inc., | 


THE 

| EASTMAN 
COMPANY 

213 So, Chureh St., 
Rockford, HI. 
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W.C.T.U. WAGES 
ANTI-DRINK WAR 
IN RADIO DRAMA 


(Continued from Page 2) 
field service for alcohol educa- 
t $100,000; newspaper advertis- 
ing, $100,000; radio broadcasts, $140,- 

leaflets and other printed mat- 
ter, $80,000; road signs and posters, 
$140,000; exhibits, $120,000; research 
library, $100,000; miscellaneous, $80,- 
HOU, 

The W. ©; 7... Gs 
educational fund almost as rapidly 
as collections are received, Mrs. 
Munns explained, adding regretfully, 
that even if the $1,000,000 is raised, 
this amount will be only a drop 
in the bucket compared to adver- 
tising appropriations of the liquor 
interests. 

The radio program, a dramatic 
series entitled “Americans to the 
Rescue,” consists of eight electrically- 
transcribed 15-minute episodes. It 
will be heard on approximately 50 
stations, at a time cost of $15,500. 

“Americans to the Rescue” will 
portray the tragic results of drunken 
driving. Among others, the cast in- 
cludes an irresponsible young man 
with a speedy roadster and a liking 
for liquor; a saloon-keeper, and the 
saloon-keeper’s son, who is critically 
injured by the young man’s car. 

Mindful of the necessity of inject- 
ing a note of romance, the script- 
writer has provided a sweetheart for 
the erring youth, in the person of a 
nurse in the hospital where the in- 
jured boy is taken. Not until the 
final moments of the series does the 
listener learn that the boy will re- 
cover. 


YUU; 


is spending its 


Comment From Professional Men 


The drama is interspersed with 
pertinent comments by a judge, a 
doctor, and other characters, upon 
the danger of mixing liquor with 
gasoline, and the harmful effects of 
drink upon the human system. 

KOB, Albuquerque, N. Mex., will 
broadcast the program from 5:30 to 
5:45 Saturday afternoons, and KSD, 
St. Louis, Mo., from 5:45 to 6. The 
series will be broadcast on all other 
stations on the list, at various times 
m Sunday afternoon. Critchfield & 
Co., Chicago, handle the radio portion 
of the W. C. T. U. account. 

Radio stations have been generous 
in donating time to local and state 
units of the W. C. T. U., a new pam- 
phlet of the national organization 
points out, but “because this broad- 
casting is on free time, its nature 
has been seriously restricted.” 

The W. C. T. U. national head- 
juarters is expanding its road sign 
ictivities, at the request of state or- 
ganizations, Mrs. Munns said. The 
national office takes bids for this type 
of advertising, and refers this infor- 
mation to state units. 


W. C. T. U. FIRES 


POSTER IS 
IMPORTANT 
TO YOU 


It helps you 


drive home a vital training rule 


Posters featuring testimonials of athletic 
directors are part of the $1,000,000 
anti-liquor 1937 campaign of the Wom- 

en's Christian Temperance Union. 


in New York and Ohio is meeting 
with favor among W. C. T. U. mem- 
bers, Mrs. Munns said. The sign is 
suspended from the “arm” of a tall 
pole. Several hundreds of these and 
other signs are being employed 
throughout the country, and more are 
planned. 

State units have asked the na- 
tional office to devise the slogans to 
be used on the signs. Typical of the 
slogans which have gained wide- 
spread approval is “A friendly glass 
may cause an unfriendly crash.” 


Newspapers Donate Space 


Space was donated by newspapers 
in most of the states of the Union for 
a campaign which started last June 


and which has just ended, Mrs. 
Munns said. Local W. C. T. U. units 
paid the cost of the electrotypes. 
Frank Presbrey Co., New York, 
planned the copy. 

Signed “Alcohol Education,’ one 
of the advertisements in the news- 


paper series pictured the “lengthen- 
ing shadow of the bottle’ across the 
map of the United States. Through 
the power of advertising and the 
creation of habit, copy read in part, 
“the liquor interests planned to mer- 
chandise and are merchandising this 
great increase in whisky.” 


Testimonials Are Used 


A full-page in Scholastic Coach for 
March will herald a new utilization 
of the testimonial technique by the 
W. C. T. U. The advertisement will 
offer free copies of a poster for school 
use, 

The picture of Andy Kerr, foot- 
ball coach of Colgate University, is 
shown on the poster, which also car- 
ries Mr. Kerr’s statement that “alco- 
hol makes poor athletes and dull 
students out of boys and girls who 
otherwise might excel in sports and 
studies.” 

Seventy-five prints of the W. C. T. 
U. film, “The Beneficent Reprobate” 
are now being shown through the 
film bureau of the Y. M. C. A., Mrs. 
Munns said. In addition, 12 prints 
have been ordered by state organ- 
iaztions. The film is shown beforé 


The type of road sign now in use 


school, club and civic gatherings. 


WE WANT MORE “SNAP” 


NOW WE 


Art Directors Rave over 
New and Better kind of Photostat 


Don't fail to see this new kind of photostat just recently 
It's the ATLASTAT and it reproduces 
more tones and more snap than the best of ordinary photo- 
Records ALL tone values from extreme blacks to 
ure whites and stands out in your comprehensive layouts 
Made on either MATTE or GLOSSY 
ut a few pennies more than photostats. 
Call ATLAS today for comparative samples that prove you, 


created by ATLAS. 
stats. 


ike real photographs. 
paper and costs E 


too, want ATLASTATS. 


ONLY ATLAS MAKES ATLASTATS 


ATLAS PHOTO COPY CO., General Office, 225 No. Michigan Ave. 
4 Chicago Locations @ All Phones: FRAnklin 3470 


GOT IT! 


ADVERTISING AGE 
N. Y. Court in 
Reversal; OK’s| 
Fair Trade Act 


| 


Albany, N. Y, March 
to the superior wisdom of the Su- 
preme Court of the United States, 
the New York Court of Appeals to- 
day reversed itself and ruled that 
the State Fair Trade Law is con- 
stitutional. The court, dividing 5 to 
1, stated specifically that the Su- 
preme Court’s recent O. K. on the 
Illinois Fair Trade Act motivated 
its own new decision. 

Its adverse ruling a year ago was 
in the case of Doubleday, Doran & 
Co., against R. H. Macy & Co., the 
court holding then that the Fair 
Trade Act placed an unauthorized 
restriction upon the disposition of 
one’s own property. 

The new decision was in the suit 
of Bourjois Sales Corporation 
against Abraham Dorfman, Brook- 
lyn druggist. The court issued an 
injunction prohibiting Dorfman from 
selling Bourjois products at a price 
below that stipulated in contacts 
with others. The court commented: 
“Had the Seagram (Illinois) 
been decided before the argument in 


9.—Bowing 


case 


the Doubleday case, we certainly 


LEISY'S PROMOTES AMATEUR SPORTS 


a ee ay 


7) 


Tying in with its daily sports program over WTAM, Cleveland, Leisy Brewing Co. 
last week began sponsorship of weekly amateur sports contests through Fuller & 


Smith 


& Ross, Inc. 


Tom Manning, sports commentator is presenting the first 


week's prize to Geraldine Nuhfer, ice skater, with Jimmy Lee (left) and Bill 


would 
Court’s 


stitution. 


taining 


have followed the Supreme 
ruling on the Federal con- 
We do so now by sus- 


the complaint in this case 


~ 
a 


5a di 


s the 


nth. 


‘that 


Duggan, judges, looking on. 


biggest little thing in photo 
par, crisp printing impression is dependent on t 


and reversing the order of the spe- 

cial term.” 
Judge O’Brien, 

wrote no opinion. 


who _ dissented, 


& av r 


THE PHOTO ENGRAVERS COMPANY 


417 NORTH STATE STREET, CHICAGO + SUPERIOR 6716-7 
ENGRAVERS * ARTISTS*DESIGHERS 


THIS 18 A COMBINATION DEEP ETCH DOUBLE PRINT HALFTONE. CONCEPTION AND FINISHED ART BY OUR STUDIOS. 
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FEDERAL BRANCH 
FOR CONSUMERS 


Emergency Council Wants: 


‘Protection’ Bureau 


York, March 10,—Establish- 
permanent federal 
agency under 
partment of social 


New 
ment of a 
sumer a proposed de 
welfare to ini- 


tiate proceedings before regulatory | 


bodies and to protect the interest of | 
consumers these bodies is 
sought in a resolution adopted Sun- 


before 


day by the Consumers Emergency | 
Council at the close of a two-day 
conference with 43 consumer organ- | 


izations represented. 
Other resolutions expressed ap- 
proval of social legislation, con- 


demned the Copeland bill while of- 


fering support to the bill introduced | 


by Representative Coffey, and asked 
for consumer representation to the 
same extent as any other organized 
group affected by the legislation. 

Speakers at the conference in- 
cluded Secretary of Agriculture 
Henry A. Wallace, Arthur Kallet, di- 
rector, Consumers Union, Inc., Dr. 
Arthur Burns, Columbia University, 
Congressman E. V. Celler, Miss 
Caroline Whitney, Milk Consumers 
Protective Committee, R. N. Ben- 
jamin, president, Pennsylvania 
Farm Bureau Co-operation Associa- 
tion, and Miss Dorothy Kenyon, Con- 
sumers League of New York. 

Mr. Wallace suggested the follow- 
ing economic formula, 
tle the conflict between 
and producers in the most equitable 
fashion: 

“Balanced production of those 
goods we all need and want at 
prices low enough to pass such in- 


isville’s 210 Drug 
erating | 


of Lou 
Stores are OP 


* 


Sales by these stores are re- 
follows: 
38%—'% to 300%. above 
0 1926 
—Business normal 


—(In flooded Area) be- 


31% 
1 1 % low normal 


,  * — 


.. Still A 
$30,000,000 
Drug Market 


Louisville is only one of 
the important cities in- 
cluded in the WHAS 
Primary Listening Area 
. » » @ $912,992,366 retail 
market... 


WHAS 


Edward Petry & Company 


National Representatives 


- 


Owned and operated by The 
Louisville Times Company. 


PUBLISHERS OF 
THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


URGE PERMANENT 


con- 


aimed to set- | 
consumers | 


| declarations 
| frequently 


tising counsel 


will be 


INSIDE STORY 


This new clear glass Blue Bird Creme 
Nail Enamel bottle with symphonic blue 
label and box reveals the exact color of 
the content. Gussow, Kahn & Co., New 
York, developed the pechage. 


into 
high 


production 
at 


creased 
but 


consump 


tion, prices enough to 


keep such production going without | 


natural re- 
democratic 


destruction of our 


sources or or our 
processes,” 

Mr. Kallet dwelt at 
President Roosevelt’s recent 
ration that the drug and cosmetic 
bill sponsored by Senator Royal S. 
Copeland would weaken the existing 
legislation in effect since 1906. Call- 
ing the measure a “fraud,” Mr. Kal- 
let said the new Coffey bill 
satisfactory to Consumers’ 
and other consumers’ 

The Coffey measure, 
H.R. 5286 calls for registration 
every proprietary product 
With advertising claims in 


th on 
decla- 


leng 


Union 
known as 
of 
together 


such products. False claims” 
could thus be denied registration, | ; 
Mr. Kallet said, and in this way ad- 
vertising would be cleaned up. 
Wallace Asks “Long Vision” 
Warning consumers against the 
adoption of a _ short-sighted objec- | 
tive, Secretary Wallace declared 
that low prices are not of them-| 
selves adequate guardians of con- | 
sumer welfare. He advised his 
listeners to coordinate their efforts 
in an orderly, intelligent fashion, de- 
termine their ultimate aim and give 
full consideration to the welfare of 
producers, inasmuch as the inter- 


ests of both are dependent on each 
other. 

The expressions of consumers’ or- 
ganizations to date, Mr. Wallace 
marked, have been “chaotic 
ten misleading, just as 
and efforts 
undergone 
and 


re- 
and of- 
producers, 
have too 
spasms of 
expansion.” 


‘ 


contraction 


Manufacturers seek to prevent 
price-cutting, in order to protect | 
their advertising, and consequently | 
set high profit margins, which re- | 
sults frequently in their having 
more outlets than needed, said Dr. 
Burns. 

He pointed out that the elimina- | 
tion of loss-leaders through fixing 


of minimum retail prices is fraught 


| With dangers, since a loss-leader is 
| hard to define, as are costs of op- 
| eration, while the use of private 
brands, trade-ins, and combination 


sales are means of evasion. The loss- 
leader is a form of advertising, he 
remarked, though regarded by many 
as harmful and deceptive. 


Congressman Celler condemned 
fair trade bills as inimical to con- 
sumers since they permit price-fix- 
ing. He stated that he would seek 
;}an amendment to the Miller-Tyd- 
ings bill, to protect consumers 
|against effects of unfair or unrea- 
|sonable contracts. The congress- 


man accused the National Associa- 
tion of Retail Druggists of sponsor- 


ing legislation that would assure its 


;}members of a minimum profit of 50 
|} per 
called fair 


cent on cost, particularly 
trade laws. 
Miss Whitney described the short- 


comings ‘of the New York State milk 


laws, which she stated to be unrea- 
sonable price-fixing. The consumer 
is at the mercy of the distributors, 


she declared. 


Gets Bandage Account 


The 
tion. 
Duffy, 


Bandage 
has appointed 
, of that city, 


American 
Chicago, 
Ine as its adver- 
Radio and newspapers 
used 


was | 


| MERCHANDISING 
organization. | 


behalf of | 


job, 
| ‘Help 


| 'T he 


To 


|of 
| Write 


jnew 
| 28, single, 


SoO- | 


; ence 


( orpora- 
Jim 


The rates for this department are as follows: 


“Help Wanted,” ’ositions 
“Representatives Available,” 
cash with order 

All other classifications 


Wanted,’ 
30 cents a line, minimum 


(single insertion rates): 


Wanted,” and 
Terms: 


sentatives 
charge $1. 


$2.75; 


‘Reprs 


% in., 1 to 3 in., 


per in., $4.75; to 6 in., per in., $4.50; 7 to 9 in., per in., $4. 25; 10 to 12 in., 
per in., $4.00; 13 to 15 in., per in., $3.75. 
Write for descriptive folder of specimen ads and discounts on term 


| insertions, 


POSITIONS WANTED 
ADVERTISING MAN, college, with 
successful record, now employed, de- 
to make a change for personal 
reasons. Several years newspaper ex- 


sires 


perience. Agency manager for last 
two and one-half years Agency and 
self started at scratch. Has handled 
60,000 newspaper and magazine ad- 


vertisements in last two and one-half 
vears. KNOWS copywriting, layout, 
house organs, rates, printing, direct 
mail, Pepi eas ay sales promotion and 
NEW MULTIPLE PROCESS Desires 
a place in south or west but will con- 
ios other offers. Salary a decent 
living wage for a married man. If 
you have something to offer write 

Box 1047, ADVERTISING AGE, Chgo 


Versatile young man—age 24—experi- | 


enced in copywriting, radio. script, 
direct mail and trade paper wants 
|} position with agency where qualifica- 
tions can be put to use. 3 yrs. col- 
|} lege—2 yrs. business experience. Op- 
| portunity more important than imme- 
diate salary 

30x 1051, ADVERTISING AGE, Chgo. 


AND SALES 
single, college-trained. 
experience in sales 


motion man, 27, 
Six years 


tion, advertising, publicity, sampling, 
research and marketing. Willing to} 
locate wherever the right opportunity 
|is offered. State your proposition 
Box 1054, ADVERTISING AGE, N. Y. 
SINUS HEADACHES FORCE SUC- 
cessful young Chicago Advertising- 
sales promotion executive to change 
climate immediately. Must be Phoenix, 
Denver, Miami, Los Angeles or San 
Diego Single. General health per- 
fect Start $250 month. Full details. 
Box 1046, ADVE RTISING AGE, Chgo 


SALES EXECUTIVE AVAILABLE 
Assistant to vice president 
manufacturer, 12 years sales manage- 
ment desires change, excellent refer- 
ences, young, marrie 
sox 1053, ADVERT (SING 


AGE, Chgo. 


| RADIO CONTINUITY— 


Writer of smooth and 
punchy commercials 
agency. 
Box 1044, 


To find the right employe to fill that 
state your requirements in a 
Wanted” ad in these columns. 
The 30c per line rate is extremely low 
and the results excellent. Write to 
Advertising Market Place, AD- 
VERTISING AGE, 100 FE. Ohio St., 
Chicago. 


radio script 
wants job 


ADVERTISING AGE, Chgo 


HELP WANTED 

find the job you want, tell the 
12,300 regular subscriber-readers of 
this paper, of your qualifications in 
a “Positions Wanted” ad. 
(only 30c per line) is exceptionally 
low for contacting this large group 
advertising executive readers. 
to The Advertising Market 
Place, ADVERTISING AGE, 100 E. 
Ohio St.. Chicago. 


and 
had 


hin perienced Promotion 

tesearch man who has 
selling experience to take 
charge of Promotion and Re- 
search department of large 
company in Chicago. Write 
full Wesecription of your ex- 
perience and qualifications. All 
replies will be treated strictly 
confidential. Our employees 
know of this ad 

Box 1055, ADVERTISING AGE, 


Chro 


REPRESENTATIVES AVAILABLE _ 
—LOOK— 
no farther for that advertising 
salesman— 


space 
LIFE 
life in your organization—I 
free to travel, 
building for the 
TIME 


am 
full of ambi- 
tion, and future 

in advertising 
years Chicago 
vears directory space 
ent traveling with 

papers 


spent 
five 


college major 
newspapers 
sales—at 
chain of 


FORTUNE 

for both of us by writing NOW 

Box 1050, ADVERTISING AGE, Chgo 
Publishers’ representative, of experi- 
and wide acquaintance is avail- 
able in Chicago territory for one ad- 
ditional class or trade paper. Address 
Box 1036. ADVERTISING AGE, Chgo 


Now “Jersey Life” 


DIRECTORIES 


1! 


PRO- 


promo- | 


national | 


with 


The rate|- 


LAUREL 
five = 

pres- 

trade | 


DIRECTORY OF TRADE DIRECTO- 

ries. Lists 400 trade directories, per- 

sonnel lists, professional lists, an- 

nuals, etc., etc.; describes the contents 

and identifies the publisher. $3.00 per 

copy. Send for circular. 

BURNS ORGANIZATION 

1003 Bedford Bldg., 203 S. Dearborn St. 

Chicago, Ill. 


LETTERHEADS 


lf You if You Want + Increased Returns 
fTOM YOU LEttETS w. be sure to see 


Kon MW 

Sete the latest Monroe Portfolio of Specimens 

we before ordering new letterheads 
\5 Sent (REE te Reale ation shew etterhted 
1 MONROE LETTERHEADS 
ert AA Huntsville AlabDama 

MAILING LISTS 
ATTENTION!! 
MAIL ORDER perp 
Why not use our JARANTEED 
CLASSIFIED MAIL ING: TasTs to sell 
your goods. Send 25c for 100 trial 
| names, 

ROSA LEE ADVERTISING SERVICE 


606 N. East Ave., Oak Park, Illinois 


MISCE LL ANEOU Ss 


PHOTO POST CARDS 

The kind that build good-will and 
bring you business. Don’t fail to in- 
vestigate this new form of Successful 
Selling announcement and follow-up. 
Write for Samples and Prices. 

Graphic Arts Photo Service 

3rd & Market Sts., Hamilton, O. 


The Advertising Market Place 
is the only classified advertis- 
ing department of an advertis- 
ing journal of large circulation 
which is built to develop com- 
plete service for the reader and 
maximum results for the adver- 
tiser. Write for folder of speci- 
men ads and special discounts 
for repeat insertions. 

The Advertising Market Place 

Advertising Age, Chicago 


_NE WSPAPER FOR SALE 


DAILY Newspaper, old = established, 
well equipped and housed; member 
AP, NEA, ABC; central state south 
Iowa; only daily city approximately 
25,000; commercial center area 100,000. 
xcellent earning record over 20 yrs 
Such excellent property se Idom offered 
$200,000 required handle. Replies must 
be accompanied evidence financial 
ability and good faith. Address Owner, 
Box 1049, ADVERTISING AGE, _Chgo. 


PRINTING PL ANT FOR SAL E 


OWNER RET IRING FROM BU SINESS 


Complete printing plant for sale con- 
sisting of linotype, saw, No. 4 Miehle, 
10x15 Kluge, 10x15 Miller, 12x18 Mil- 
ler, 12x18 NSC & P Gordon, 32” 
power cutter, Portland Punch, Ros- 
back Perforator, No. 4 Boston Stitcher 
and complete composing room equip- 
ment. Will sell as going business or 
liquidate, W. E. Paquin, 2747 W. 


Madison, Chicago, Il. 


7 PHOTOGRAPHERS | 
-PHOTOGR APHIC ILLUSTRATIONS 


Fred G. Korth 160 E. Illinois St., 
Chicago Phone SUPerior 8828 
SPECIAL SERVICES 
OUT-OF-PRINT 
Advertising literature, catalogs, sales 
manuals, price lists, ete., et« can be 
reproduced by our unique process di- | 
rect from your copy. Expensive type- 

setting and costly cuts eliminated!! 


Any size 

500 copies 
Additional hundred copies 22: 
Send for samples 
PROCESS, 480 Canal St., N.Y. 


can be supplied 
(8%4x11") $2.63 


99 


RE PRE SE :N TATIVE! Ss w ANTE D 


MAGAZINE SPACE SALESMAN 
for New York, Boston and Ohio. Maga- 
zine is established; covers special- 
ized business subject Ideal for sales- 
man representing one or two other 
magazines Liberal commission basis. 


Prompt pay. Write to Publisher; only 
salesman now. 
| Box 1052, ADVERTISING AGE, Chgo 


NRDGA Plans Meet 


The Oranges Magazine, East Orange, The 1937 Mid-Year Convention of 
N. J., has changed its name to Jersey|the National Retail Dry Goods Asso- 
Life to conform with an expansion | ciation will be held at the Palmer 
program. | House, Chicago, June 21-25. 


Find Out How 


Buyer Thinks, 
Nielsen Urges 


Chicago, March 9.—Need for sales 
and advertising executives to know 
not only the craft part of their busi 
ness but how prospective customers 


| think, live, and what their needs are, 


was stressed by A. C. Nielsen, market 
research expert in his lecture last 
night before the Chicago Federated 
Advertising Club class in “‘This Bus 
ness of Advertising.” 

“Research cannot begin and end 
with the wholesaler,” Mr. Nielsen 
said. “It must go on to the distribu 
tors and consumers to determins 
what is wrong or right with the prod 


uct, price presentation, packaging 
and advertising.” 

Using charts throughout the 
greater part of his lecture, Mr. Niel 


sen demonstrated several cases i} 
which factory sales failed to deter 
mine the sales field and the selling 
peak of the product. He also pre 
sented a chart showing that 58 per 
cent make the right decisions when 
setting up sales and advertising plans 
and the remainder make wrong deci- 
sions. Forty-two per cent, he said, 
spend money, time and effort with 
great loss to themselves and no bene- 
fit to the advertiser. 


Succeeds Esselborn 

Paul Esselborn, who was elected 
president of Brewing Industry, Inc., 
Chicago, last November, has resigned 
because of pressure of other busi- 
ness. He will remain a member of 
the board. Alvin Griesedieck, Fal- 
staff Brewing Corporation, St. Louis, 
succeeds Mr. Esselborn as president. 


Okehs Fair Binesens 


The Senate of the New York legis- 
lature passed a bill placing the words 
“New York’s World’s Fair’ on 1938 
and 1939 license plates. The meas- 
ure was approved earlier by the As- 
sembly. 


THOUSANDS 
SAY IT GIVES THEM 
BIGGEST VALUE... 


It's a bargain whatever 
way you look at it. A bar- 
gain in its room rates, 801 
splendid, modern rooms 
with every comfort and 
convenience, radio and 
private bath, from $3.50 
up. A bargain in its four 
fine restaurants serving 
delicious meals—none 
better in New York—at 
most modest prices. 


Lexington Features 


Every room with radio and bath. 
3 blocks from Grand Central. 
Near Radio City and smart 
shops. Garage in connection. 
Famous orchestras play nightly 
in the gay Silver Grill 


HOTEL 


LEXINGTON 


48th STREET at LEXINGTON AVENUE, N. Y 
Charles E. Rochester, Manager 
National Hotel Management 


Company, Inc. 
Ralph Hitz, President 
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SENATE PASSES 
COPELAND BILL 
SUDDENLY ALIVE 


(Continued from Page 1) 
nited States attorney and the claim- 
or, in the event the United States 
refuses to stipulate or the 
cannot agree, the claimant 

y apply to the judge of the district 
court in which the seizure has been 
made and the judge of said court 
shall by order specify the district of 
easonable proximity to the claim- 
ant’s principal place of business to 
which the case shall be removed for 
trial. 

“On the filing of the stipulation, 
or order, by either party thereto in 
court stipulated, or ordered, a 
certified copy of the stipulation. or 
order, and all papers and records re- 
lating to such cases, including item- 
ized statements of all accrued court 
costs and fees; and such cases shal] 
thereupon be tried in the court stipu- 


rney 


irties 


the 
Lit 


lated or ordered. 
“The United States marshal for 
the district wherein the seizures 


made shall hold the articles 
under seizure and shall execute the 
orders and decrees of the court stipu- 
lated or ordered.” 

The injunction provisions of the 
bill have been changed to provide 
that “discontinuance of the violation 
shall not be grounds for denial of 
injunction, if the court shall find that 
repetition of the offense is likely to 
occur,’ the italics indicating an 
udded phrase. 

The former Paragraph (b) of this 


were 


section has been completely re- 
worded in the interest of clarifica- 


tion, though the sense remains the 


same. The amendment is as fol- 
lows: 

“Any injunction issued pursuant 
to this section shall be operative 


= 


SHOUT 


YOUR STORY 


HERE'S nothing un- 
usual about many a 
sales portfolio, window 
card, court exhibit, in- 
chart. But 
they can be made un- 


struction 


usual and convincing 
with SIZE—by blowing 
them up BIG, by way 
of RAPID GIANT 
PRINTS. Fast! 
nomical! Effective! Let 
a Rapid Contact Man 
help put new wallop 


Eco- 


into your stuff! 


RAPID 


COPY SERVICE CO. 


6 BRANCHES: NEW YORK, 415 Lexing- 

ton, 444 Madison, VAnderbiit 3 - 3680. 

CLEVELAND, Ninth — Chester Bldg, 

MAIN 9335 e CHICAGO, 110 So. Dear- 

born, 228 No. La Salle, 360 No. Michigan 
Ave., STAte 5977. 


throughout the United States and 
the Territories and may be served 


on the person enjoined at any place | 


in the United States or any 
tory where such person 
found. 


Terri- 
may be 


Can Start Proceedings 


“Any person who violates such 
injunction may be punished for con- 
tempt in the court of his residence 
or where such person may be found 
The clerk of the court which issued 
the injunction shall, when so 
quired by any other court before 
which application to enforce the in- 
junction is made, transfer without 
delay to such other court a certified 
copy of the decree of injunction. 

“Contempt proceedings may 
instituted by order of the court 
by the filing of an infornation by 
the United States attorney; and 
such order or information, and the 
process of the court for the arrest 
of the violator, may be served at 
any place in the United States or 
the Territories.” 


Electric Rasor for $7.50 


Electric Razor Corporation, Mer- 
chandise Mart, Chicago, has started 
marketing of the Shavemaster, re- 
tailing at $7.50. The product is on 
sale in five cities. When distribution 
is complete, the product will be ad- 
vertised nationally, M. H. Jacobs, 
president, said. 


re- 


be 
or 


| 


Appropriation for Regulation 


(Continued from Page 2) 

sumers and investors a clearer under- 
standing of advertising and business. 
“I recommend that this program 
carried on in such an open and 
aboveboard manner that it will get 


be 


complete co-operation from all classes | 


<5 
the 


said. 
Army of 


Mr. Kenner 
that the 
Truth which marched 
with such vast enthusiasm 
Boston in 1911, more than 25 
ago, be remobilized that 
every advertising man and woman is 
enlisted in this revitalized effort. 
“The women of America should 
also be enlisted in this practical 
work, for they are the biggest ulti- 
mate consumers. Women who are in 
business should take a leading part 


of consumers” 
recommend 
Simple 
ward 
from 


years 30 


in getting the co-operation of the 
housewives of America, who, with 
the leisure advertising has helped 


them to attain, would rather be help- 
ers and co-operators than detractors 
and destroyers. 
“Many colleges and universities, 
through their marketing, business 
research, home economics and con- 
sumer education departments, would 


=e 


Fi hearts or minds are closed to the organ grinder, as 
he pours out his lilting melodies. Into crowded streets 
or placid villages, he brings a high note of romance . . . 
adventure. Forget your cares and sorrows ’til Tony goes 
away. He’s here to entertain you! 


Fawcett magazines, too, are skilled merchants in emotions. 
To minds tired with the cares of yesterday and today, they 
bring Escape. No attempts to preach or crusade or change 
one’s mode of living are made by these carefree visitors to 
the home. Within their covers is found the adventure, the 
glamour, the beauty that passes by so many of us in the 
day’s unending occupations. 


* * * 


As merchants in emotions, Fawcett publications have en- 
joyed one of the most amazing successes in publishing 
history. Today, circulation for Fawcett Women’s Group— 
897, newsstand—is at a new time high—2,200,000 guar- 
anteed A B C, with a substantial bonus every month! 1st 
quarter, 1937, advertising revenue indicates a 44.5% gain 
over the same period of 1936. And 1936 was a record 
breaker in both advertising and circulation! 


All this means strength, solidity. It means there’s a mar- 
velous future ahead for Fawcett Women’s Group. And for 


FAWCETT PUBLICATIONS 


New York © Chicago °¢ 


for- | 


;make good too. It is 
|certain that government bureaus and 
| departments existing for the public’s 
| protection will be co-operative in 
|their attitude toward such organized 
effort.” 

Development of copy codes within 
jeach industry would strike at the 
| heart of the problem of exaggerated 
and misleading copy, Mr. Kenner 
said. The feeling that “we 


co-operators, 


most of the tricky practices existing 
in advertising today, he contended. 

Mr. Kenner presented a long list of 
improvements in advertising, includ- 
ing nomenclature of materials for 
garments, which have taken place in 
the last 15 or 20 years, crediting local 
Better Business Bureaus with the 
clean-up. 

Mr. Kenner also intimated that un- 
less advertising acts promptly to curb 
the depredations of the small minor- 
ity which is using it as more or less 
of a racket, regulation by the gov- 
ernment is inevitable. 

“It is to be regretted, in reviewing 
the successful fight on fraudulent 
securities advertising,” he said, “that 
certain uneconomic and unethical 


WINLS 7 


’ HERS A MERCHANT IN 
Emotions 


—t 


, . 
| practices of some 


have to| 
meet competition” is responsible for | 


reputable distribu- 
were not also cor- 
|rected. These were followed by pub- 
lic regulation. Do we want public 
| regulation of the advertising indus- 
| try?” 

The greatest difficulty in cleaning 
up advertising of retail offenders, he 
continued, is that the bad practices 
are of an elusive and impression- 
creating character. By the time the 
| nature of the offenses can be discov- 
ered and the advertisers called to 
account, the copy has been published 
and the damage has been done. In 
general, he argued, the same situa- 
tion is true in the national field. 


ltors of securities 


} 
| 


Obstacles in Path 


“Publishers have been increasing 
their efforts to keep their columns 
clean,” he concluded, “but it does not 
seem reasonable to shift entirely 
upon them responsibilities which rest 
first upon the individual advertiser. 
If the majority of advertisers, par- 
ticularly the largest ones, will adhere 
to sound standards, newspapers and 
other publishers will do all they rea- 
sonably can to bring the unwilling 
minority into line. A unanimity of 
thought among advertisers and pub- 
lishers, based on fact-finding by an 
impartial agency in which they have 
confidence, is the solution to the. so- 
called censorship problem.” 


t! 


advertisers far-sighted enough to appreciate the great and 
growing market of young women who make these their 
favorite magazines. Fawcett Women’s Group readers are 
young, (average age 25.5 years) and there are 2,200,000 of 
them. Responsive. Unfixed in their buying habits . . . Sell 
them today and you sell them for a long time. 56.7% are 
married and their families average 3.89 persons each. Be- 
longing to the broad income group in which 80% of all 
buying is done, they have the means with which to buy. 


Tell your story in the favorite entertainment magazines of 
the great mass market — Fawcett publications. Ask your 


advertising agency. 


SUCCESS STORY 


REVENUE 


—__ 


ll 


CIRCULATION 


REVENUE MATCHES CIRCULATION GAINS 


The magazines with the human touch 
FAWCETT WOMEN’S GROUP: Screen Book, Screen Play, Motion Picture-Movie Classic, Hollywood, Movie Story 

Magazine, Romantic Stories, True Confessions 
FAWCETT DETECTIVE UNIT: Daring Detective, Startling Detective Adventures e MODERN MECHANIX 


Los Angeles © San Francisco ¢@ 


Atlanta 


Editorial Offices: New York 


Hollywood 


INC. 


Greenwich, Conn. 


Po — a ADVERTISING AGE | 
Eee | Kenner Urges 1/5 of 1% of | : 
—_ ee 
| ' & a 
| 
__ s 
| — 
s 3 ™e (a ® y) -, EE 
/ @ ooo Png, 
a, Be SO 
a UN gis p SON 
i a CF Vas fr 
ee : PQ Ot \— | 
“oN _ | , = is F | 
| ee 
' Fe - | 
ee ee | 
ee ee eee | 


ote a — ? ~ 


March 15, 1937 


42 ADVERTISING AGE 
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If you're interested in reaching advertising agency executives, 
get the whole crowd, through the one publication that can 


deliver the whole crowd to you. You can nibble at agency 


circulation through half a dozen publications, picking up a 
few hundred here and another few there. But there is just 
one publication that delivers them all to you — big and 
small—in Detroit, St. Louis, San Francisco, Boston, Chicago, 
Los Angeles, and Kansas City, as well as in New York. 
That publication is ADVERTISING AGE. 

More than 2,500 advertising agency executives are on the 
paid subscription list of ADVERTISING AGE—hundreds 


more than read any other advertising publication. 


And this is not a temporary condition. Consistently, for 


almost half of its short seven-year history, ADVERTISING 


eet pita drs 


F.¢ 
+ 
" 


gS Pate 


Whole : Cael 


AGE has attracted, naturally, and without special induce- 
ments of any kind. . 
high pressure selling .. . the greatest number of paid sub- 
scribers among advertising agency executives of any adver- 
tising publication. 

The reason is simple: ADVERTISING AGE is an adver 


tising man's paper, first and last. Its all-news content, its 
Format, its editorial speed and dependability, its wide scope, 
make it the one paper that no wide-awake agency man can 


afford to be without. 


If you have something to sell to agencies, it is simple logic\y 


to present your message in the paper which agency meni 


themselves acknowledge ... by their subscription checks 
. as the best paper in the advertising field. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


NEW YORK a CHICAGO @ 


SAN FRANCISCO * 


LOS ANGELES * 
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ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


MAGAZINE MODEL IS THEME GIRL FOR EXPOSITION 


ae | 


reg ve 


Edith Backus, New York magazine advertising model, poses for Edward M. Eggle- 
stone as he completes the illustration to appear soon on 75,000 posters, highway 
display stands and window cards for the 1937 Great Lakes Exposition at Cleveland. 


TRANSFORMER 


This new container, quickly convertible 

into a counter display, is being dis- 

tributed by McKesson & Robbins, Inc., 

Bridgeport, Conn., for Pursang Laxative 
Pills. 


HELPS GROCERS 


— 
: ‘ | 


This giant bunny floor display has been 

developed for IGA grocers, appealing 

in both size and shape to children's sea- 
sonal fancies. 


PRIZE POSTER GOES TO WORK 


| 


ORGE EHRET BREWERY, INC. 


This poster designed by Ferry-Hanly Co., New York, last fall for the Outdoor 
Advertising, Inc. contest has been adopted for a spring campaign by the George 
Ehret Brewery, Inc. 


NEW PRODUCTS 


RX 99 BOWS 


Unique fan-shape containers feature the 

York Pharmacal Co., St. Louis, new hair 

oil and nail polish products now being 
distributed. 


New counter display for Rx 99, latest 
product of McKesson and Robbins, Inc., 
Bridgeport, Conn. 


ALL STAR TEAM MEMBERS IN ALL-AMERICA PACKAGE COMPETITION 
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Among the winners of the 1936 All-America Package Competition; upper row left: Rograin envelope, 
Roman Stripe Mills, Inc., New York; baby powder window display, Johnson and Johnson, New Bruns- @ 
wick, N. J.; gift package, A. G. Spalding & Bros., New York; second row left: opaque wrapper, Anheuser- 
Busch, St. Louis; third row left: paper carton, Hewett P. Mulford Co., Lebanon, O.; dispenser closure, Ham 
Lehn & Fink Products Corporation, Bloomfield, N. J.; collapsible tube, Bristol-Myers, New York; opaque Ff 
bags, Pamperin Cigar Co., La Crosse, Wis., and glass container, William Jameson & Co., New York. im 
These gold medal winners are among the 56 honor packages to go on display in Rockefeller Center, 


New York, March 15. (Story on Page 11.) 
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ADVERTISING AGE March 15, 1937 


@ Where Do Retail Prospects Originate? 


THE BANKER 


Once upon a time prospects for many nationally advertised products were 


considered as limited to the so-called “carriage trade.” But price reductions, 


time payments and an improved American standard of living have leveled 


THE-BUTCHER 


@ As Chicago’s first newspaper, the Chicago Tribune 
gives more coverage of today’s prospects in this market 
—mass and class—than any other medium. 

The Tribune not only reaches the cream of metro- 


the former barriers of high income and social status 


@ Today no dealer knows who will be his next cus- 


tomer. It may be the banker or his butcher, the lady of § 


fashion or her laundress. 
The only real bar to factory sales is the distance 


between dealer and consumer. Merchandising has | 


advanced beyond selling the dealer to the job of helping 
the dealer sell. 


Retail selling requires localized advertising—sales [ 


promotion in the locality of prospect and dealer. And 
that means newspaper advertising—the mainstay of 
retailer and salesmanager. 

Localized advertising can be bought at low cost in 
the Chicago Tribune. The rates per line per hundred 
thousand circulation are among the lowest in the 
publishing business. 


THE SALESMANAGER’'S MEDIUM 


politan Chicago but practically all of your prospects in | 
Chicago and suburbs. It sells more merchandise for 
retailers than any other Chicago newspaper. It starts CHICAGO TRIBUNE 


the buying action that brings customers into the open THE WORLD'S GREATEST NEWSPAPER 


and keeps retailers in business. 


Tribune Tower, Chicago 


To get maximum effect out of your advertising, con- 5-167 General Motors Bldg., Detroit 
centrate it in the communities in which your dealers 220 E. 42nd St., New York 
operate. Put it in the medium that all their prospects — g90 Kohl Bldg., San Francisco 
read. In Chicago, you can get greatest return at lowest 
cost by advertising in the Chicago Tribune. 


| are 


a= | S| 


> oe os 


—< 8 = => bh © 


/ CO) 2 
: 
[ 
—EE EEE 
| S 
Ie es 
| soil <i | 
~~ Y, 
ee 
a ,OArzv7~y; VCT_wm— 
a ——— 


